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Rough Proofs 


That early denial of Socony-Vacuum 
on the subject of its African oil con- 
cession didn’t go over so well. Every- 
body suspected that there was an 
Ethiopian in the wood-pile. 


7, F 


When a man bites a dog or an oil 
company voluntarily cancels a profit- 
able oil concession, that’s news. 


7? 7 


“Magazines Take Laxative,” head- 
lined a New York advertising col- 
umnist. The results, no doubt, were 
satisfactory to all concerned. 


7? 7 


Tom Beck, who is to speak shortly 
for the Chicago Women’s Advertising 
Club, is being billed as “the Chaun- 
cey Depew of publishers.” This is 
damning with faint praise raised to 
the nth degree. 


vvyv 


Calling a wit like Tom Beck an- 
other Chauncey Depew would be like 
saying that Ben Bernie is the Joe 
Miller of the radio world. 


7 FR 


WGAR, Cleveland, is featuring 
“ear-conditioned programs.” Meaning 
that they must be ear-conditioned 
before they can be air-conditioned? 

vvy 


Philco dealers insist, in big black 
type, that glass tubes are perfect 
for radio reception. Like the makers 
of Paris garters, they believe that no 
metal should touch you. 


7 


Paris, by the way, is putting out 
such a beautiful line for fall that 
its customers may decide to obey 
that impulse and start wearing them 
around the neck. 


7? 


Red Star yeast, promoted as a beau- 
tifier, is now asked for a million 
smackers as extra tax on that count. 
Handsome is as handsome does, say 
Uncle Sam’s cheerful revenue col- 
lectors. 

vvyv 


Monarch’s poster lady, exposing a 
long segment of spine with one of 
those backless evening gowns, mur- 
murs something about coffee being 
the backbone of the meal. Here’s 
hoping they don’t make her talk 
about it as the foundation. 


vvyv 


Dogs and dog foods are now get- 
ting so much sympathetic attention 
and advertising that “a dog’s life” 
no longer qualifies as a useful simile. 


7 F 


Fox Midwest theaters have forbid- 
den copywriters to use words like 
“colossal” and “stupendous” in de- 
scribing their pictures. This is like 
forbidding a retail merchant to use 
his hands in selling a suit of clothes. 


7? 3 


Canada Dry is introducing a new 
“Coca-Cola type’ drink next spring 
under the name of Spur. The very 
announcement pushed Coca-Cola sales 
to a new high. 


.. > 


One of the results of all this new 
social security legislation should be 
to make the world safe for welfare 
workers. 

Cory Cus. 


INSTITUTIONAL 
SERIES STARTS 
FOR PLYMOUTH 


Detroit, Mich., Sept. 5—With the 
Sept. 7 issue of Collier’s, Plymouth 
Motor Corporation offers the first of 
a long, carefully planned series of 
semi-institutional advertisements 
which will present a new phase in 
Plymouth advertising. 

Running in Collier’s and The Sat- 
urday Evening Post, these advertise- 
ments, as planned at present, will tell 
the human side of the story of 
Plymouth’s progress during its seven 
years of existence. The campaign 
was prepared by the Detroit office of 
J. Stirling Getchell, Inc. 

Bleed pages will be used, headed 


‘by smash dramatic photographs, 


running about two-thirds of the page 
deep. Balancing the page will be a 
uniform logotype at the bottom, read- 
ing, “Plymouth Builds Great Cars.” 
In the center one line of heading and 
a uniform copy block will tell the 
story each ad will present. 

A wide-spread diversity of subject 
matter has already been prepared for 
this series, unique because Plymouth 
hitherto has featured direct selling 
advertising. The first advertisement 
in the series, appropriately enough, 
is entitled “The Rise of Plymouth,” 
and its copy serves as an introduction 
for the pieces that follow. Says the 
first advertisement: 


An Exciting Story 


“This story has the most exciting 
first chapter in automobile annals. 
And this is still the first chapter... 
because the story started only seven 
years ago.... 

“In less than six years a million 


(Continued on Page 24, Col. 5) 


National Weeklies 
To Carry Copy for 
U. S. ‘Baby Bonds’’ 


Washington, D. C., Sept. 6.—For the 
first time since the war the U. S. 
Treasury will enter the national ad- 
vertising field in offering U. S. Sav- 
ings Bonds, popularly known as “baby 
bonds,” to the public through the 
pages of weekly magazines, Contracts 
have been let and copy is now await- 
ing final sanction for placing full- 
page advertisements in four national 
weeklies, Collier’s, Liberty, Saturday 
Evening Post and Time. 

Officials cautioned, however, that 
the appearance of the ads was “pure- 
ly in the nature of a test.” If the 
results are satisfactory, the copy will 
also be placed in monthly magazines 
and possibly in financial and general 
newspapers. 

The advertising is being handled 
through Albert Frank-Guenther Law, 
Inc., New York, and D’Arcy Advertis- 
ing Company, St. Louis. 

The test copy, headed, “You can 
own a government bond for as little 
as $18.75,” follows in layout and 
theme the familiar posters now ap- 
pearing in many post offices. A cou- 
pon appears soliciting the reader to 
check the type of bonds desired, and 
urging him to send back his personal 
check or bank draft in payment. 

National advertising is being tested 
as a means of accelerating the sale 
of bonds, which already averages 
around $1,000,000 a day. The bonds 
are sold in denominations of $25, $50, 
$100, $500 and $1,000 and a single in- 
vestor cannot buy more than $10,000. 


BACKS UP USERS 


A statement by H. W. Phelps, President of 
the American Can Company, concerning 


BEER in 


KESLINED CANS 


=. 
ove 


AMERICAN CAN COMPANY 


Full-page advertisement of Keg- 
lined beer cans which American 
Can Company ran in 49 news- 
papers from coast to coast on 
Thursday. It was followed up 
Friday by advertisements of brew- 
ers in New York, Pittsburgh, Cleve- 
land and Rochester, announcing 
adoption of the new container. 


REA SPEEDS UP 
ITS PLANS FOR 
POWER ONFARMS 


Cooke Visions Vast Field for 
Exploitation 


Washington, D. C., Sept. 5.—De- 
claring that the “educational cam- 
paign” for a greater use of electrical 
appliances in rural territories is to 
be speeded up, Morris L. Cooke, 
head of the Rural Electrification 
Administration, has asked that cit- 
ies and towns and rural regions co- 
operate in the government’s plan. 

The government is now beginning 
its educational campaign, Mr. Cooke 
said in a message addressed to the 
smaller cities and towns and rural 

(Continued on Page 25, Col. 2) 


Hanter Distillery 
Wars on Seagrams 
In Newspaper Copy 


109 New England Papers Carry Ad Accusing 
Rival of “Un-American” Dealing 


Advertising of 
U. S. Steel Will 
Be Centralized 


New York, Sept. 5.—The United 
States Steel Corporation has ap- 
pointed Batten, Barton, Durstine and 
Osborn, Inc., to handle its advertis- 
ing, effective Jan. 1. After that time 
the agency will prepare and place 
copy for all subsidiary companies. 

The move does not imply that there 
will be any increase in advertising 
activity, ADVERTISING AGE is advised. 
Instead of each subsidiary company 
handling its own advertising as pre- 
viously, it is now planned to estab- 
lish some centralization of control. 
One department will correlate all of 
the advertising. 

In the past the advertising of the 
more than 200 U. S. Steel subsidiar- 
ies, 15 of them being major proper- 
ties, has been spread around to such 
extent that much of its effectiveness 
was believed to have been diffused 
and lost. 


Much Advertising Affected 


The advertising of a number of 
important advertisers, especially in 
the industrial field, will be affected 
by the new set-up. Among the U. S. 
Steel subsidiaries whose advertising 
will be placed by B. B. D. O. under 
the new arrangement are the follow- 
ing major companies: 

American Bridge Company; Amer- 
ican Sheet & Tin Plate Company; 
American Steel and Wire Company; 
Carnegie Steel Company; Columbia 
Steel Company; Cyclone Fence Com- 
pany; Federal Shipbuilding & Dry- 
dock Company; Illinois Steel Com- 


(Continued on Page 25, Col. 4) 


Last Minute 


News Flashes 


John L. Sugden, Agency Head, Dies 


Chicago, Sept. 6—John L. Sugden, president of J. L. Sugden Com- 
pany, Chicago agency, died at his home in Oak Park last night, following 


a long illness. 


Mr. Sugden was 63 years old. 


Auburn Reported Ready with Diesel Passenger Car 
Indianapolis, Ind., Sept. 6—It is reliably reported here that a stock 
Auburn passenger car powered with a Diesel engine will be placed on 


the market within the next few months. 


Cummins Engine Company, 


Columbus, Ind., will supply the power plants. 


Nash to Thompson; Frederick & Mitchell Liquidate 


Kenosha, Wis., Sept. 6—Nash Motors Company has placed the ad- 
vertising of Nash motor cars with J. Walter Thompson Company, Chi- 


cago, effective Oct. 1. 


J. Walter Thompson has handled advertising of 


the Lafayette, Nash’s low-price companion, for two years. 
Frederick & Mitchell, Inc., which has been handling Nash advertising, 


will liquidate its business as of Oct. 
have not yet been announced. 


1. Future plans of the agency staff 


Fruit Industries to Segregate Coast Advertising 

Chicago, Sept. 6—Hugh R. Adams, general sales manager for Fruit 
Industries, Ltd., Los Angeles, announced today that West Coast adver- 
tising has been placed with Emil Brisacher and Staff, Los Angeles. Ad- 
vertising of the grape products for the remainder of the country con- 


tinues with Pletcher & Ellis. 


New York, Sept. 5.—A charge of 
un-American business dealing which 
restricts the opportunity of liquor 
distributors and deprives the public 
of its right to choose its own liquor 
was hurled at Seagram-Distillers 
Corporation Tuesday in a page ad- 
vertisement appearing in 104 New 
England newspapers over the signa- 
ture of Hunter Baltimore Rye Dis- 
tillery, Inc., which retains Dorrance, 
Sullivan & Co. as its agency. 
Seagram-Distillers Corporation has 
taken no retaliative action as yet, 
and refused today to make a state- 
ment on the subject. 


The blow strikes a sensitive spot, 
as the latter company has publicly 
subscribed to high standards in con- 
sumer copy confined to this topic 
and has played a leading part in the 
founding of the Council for Modera- 
tion. 


The 1,100-word advertisement 
opens with a lengthy discussion of 
the necessity for ethics in the liquor 
industry if privileges are to be pre- 
served for the public and specifically 
charges that, in four instances in- 
volving leading distributors, the 
Seagram company has refused to 
supply wholesalers who handle the 
Hunter product. These four distrib- 
utors, the advertisement states, are 
sticking with Hunter. 

For several days prior to appear- 
ance of the copy it was understood 
in liquor circles that Hunter planned 
to strike at Seagram with contro- 
versial advertising, and that the Sea- 
gram company had indicated to 
newspapers its disapproval of ac- 
ceptance of such copy. Seagram is 
one of the four largest newspaper 
advertisers of liquor. 


109 Take Copy 


The Hunter copy was immediately 
accepted by 104 newspapers of the 
118 to which it was offered. It was 
published a day or two later by 
five papers which awaited approval 
of management or lawyers. Not all 
the nine publications rejecting the 
space order gave as explanation a 
ban on controversial advertising. In 
several cases it was frankly stated 
that reasons were personal. In the 
two cities where it was impossible 
to get coverage, the agency mailed 
a reprint of the advertisement to 
every home in the telephone direc~- 
tory. 

The day the copy appeared 125 
salesmen employed by Hunter and 
its distributors began distributing 
posters to saloons and retail liquor 
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September 9, 1935 


stores, reading, “We have Hunter, 
the famous American rye blend 
which a Canadian distiller is trying 
to shut out of New England. The 
largest selling rye whisky in Amer- 
ica before prohibition.” This same 
poster in larger size was affixed to 
distributors’ trucks. 

The day following publication of 
the Hunter advertisement, Eddy and 
Fisher, Inc., Providence, R. I., whole- 
sale liquor dealers operating 
throughout Rhode Island, ran 600- 
line copy in a long list of papers 
in that state applauding the stand 
taken by Hunter. This firm was not 
one of the four named in the Hunter 
advertisement, but it indicated that 
it would have liked to be included. 


“Free from Libel” 


The newspapers were advised by 
the Hunter agency Aug. 30 that an 
unusual piece of copy to come for 
Sept. 3 issues had been approved by 
Cravath, De Gersdorff, Swaine and 
Wood as free from libel. This firm 
of attorneys, retained by Time mag- 
azine and others, is a specialist in 
this field. 

Hunter rye was placed on the mar- 
ket four months ago and now has 
distribution in 30 states. The page 
copy of this week is its first adver- 
tising on a large scale, the effort 
heretofore being confined to smaller 
lists receiving an average of 300 
lines a week. The famous slogan, 


“First Over the Bars,” has been 
featured with the trade mark of a 
huntsman taking a rail fence. 

No more copy on the subject of 
alleged misdeeds of competitors is 
contemplated, but the company has 
indicated its intention to use the 
force of consumer advertising to 
fight any unfair tactics it may en- 
counter. 


Strongly Financed 


The distillery is strongly set up 
and financed, being 90 per cent 
owned by Phoenix Securities Cor- 
poration, which holds the largest 
single interest in many large cor- 
porations, including Allied Stores 
Corporation, operating 30 leading de- 
partment stores, Celotex Company 
and Autocar Company. 

The use of large space will be 
continued next week with from a 
page to a page and a half in the 
countryside list listing the names 
and telephone numbers of neighbor- 
hood liquor dealers and giving rea- 
sons why this type of outlet should 
be patronized. 


Caravan Starts Out 


While the vigorous copy denounc- 
ing Seagrams was in the nature of 
an “extra,” Hunter’s regular promo- 
tion forged ahead this week with the 
dispatching of a special caravan of 
ten truckloads of Hunter rye, esti- 
mated to be worth about $1,125,000,- 


000 at “over the bar” prices, from 
this city for a tour of New England 
which will take in about 60 cities. 

The caravan, in charge of H. R. 
Schaeffer and H. M. Overstreet of 
Dorrance, Sullivan & Co., consists of 
ten ten-ton trucks, one advance press 
car, two patrol cars and an escort of 
state troopers. It will parade through 
almost every important New England 
city, with stops and special cere- 
monies in connection with local deal- 
ers in many places. 

The caravan left New York Tues- 
day, and is scheduled to complete its 
tour at Boston tomorrow. 


Golf Campaign for Nippon 


Horton Mfg. Company, Bristol, 
Conn., manufacturer of Bristol Golf 
Clubs, is releasing an extensive ad- 
vertising campaign in Japan, planned 
by the foreign department of the 
New York office of Maxon, Inc. The 
preparation of the campaign followed 
a Far East survey which revealed a 
growing interest in golf throughout 
Japan. 


McSweeney Joins 


Schweinler Press 


E. F. McSweeney, Jr., has joined 
the Schweinler Press, 405 Hudson St., 
New York, as a partner and execu- 
tive vice-president. 

Mr. McSweeney was formerly vice- 
president of W. F. Hall Printing 
Company, Chicago. 


lates yet tee, are selling “four out of five” in 


Baltimore, you can “go places” in this market with News-Post Advertising. 
For The News-Post, with its quickened tempo of news, editorials, features, 
comics, sports, carries your story to the quick-thinking, quick-acting, quick- 
buying people of present-day Baltimore. And gives you maximum coverage 
at minimum cost—170,062 (or 84.6%) of the families in Baltimore’s ABC 
city zone—plus 30,997 families in the surrounding territory—all for 35c a 
line. Ask your advertising manager to recheck Baltimore before he builds 


your next schedule. 


BALTIMORE 


NEWS-POST 


Represented Nationally by Hearst International Advertising Service, 
Rodney E. Boone, General Manager. 


On, Loudaye- 


lation in the South ... 


The Baltimore Sunday American has the largest circu- 
229,832, and still going up. 


| the prizes. 


G-E APPLIANCE 
FALL CAMPAIGN 
ALL SET TO 60 


18 New Devices Introduced 
to Housewives 


Bridgeport, Conn., Sept. 6.—A 
prize contest for distributors’ sales- 
men, a new and elaborate catalog, na- 
tional advertising in women’s maga- 
zines and an extensive business pa- 
per campaign are being used by the 
Hotpoint heating appliance section of 
General Electric Company’s merchan- 
dise division to promote its newly- 
augmented line of small appliances 
this fall, according to George H. Lib- 
bey, supervisor of sales promotion. 

The prize contest is designated as 
“Hotpoint’s 30th Birthday Celebra- 
tion” and applies to two models of 
the G-E Hotpoint portable mixer as 
well as to Hotpoint toasters and buf- 
fet services. Points are awarded for 
each sale and at the close of the 
campaign participating salesmen 
may select their prizes from an elab- 
orate catalog. 

A wide variety of substantial prizes 
is offered, and no limit is placed upon 
the number of awards any salesman 
may win. Many of the prizes are of 
a type which appeal largely to women 
or children, so that salesmen’s efforts 
may be stimulated by the urging of’ 
their families. This strategy recalls 
the successful “Sweetheart Cam- 
paign” staged by Hotpoint last year, 
in which wives, sweethearts and rela- 
tives of qualifying salesmen received 
The prize catalog illus- 
trates the awards and tells the num- 
ber of points required to obtain each. 


18 New Appliances 


The contest was announced to dis- 
tributors’ salesmen through teaser 
mailings, followed by the prize cata- 
log with complete explanation. The 
first of the teasers was an ingenious 
folder showing a cake being cut 
(“Help yourself to a slice”) and the 
second was a simple post card. 

The heating appliance section has 
issued a new catalog illustrating its 
complete line, and 25,000 copies have 
just been mailed to retailers through- 
out the United States. The catalog 
introduces 18 new appliances just 
placed on the market by this G-E di- 
vision. 

The consumer is being reached 
through full-page and two-thirds-page 
copy appearing in September, Octo- 
ber, November and December issues 
of Better Homes € Gardens, Good 
Housekeeping and McCall's. A differ- 
ent appliance will be featured in the 
copy each month until December 
when a complete line story will be 
presented to catch the holiday trade. 

Backing up the consumer copy is 
an extensive business paper cam- 
paign employing Electrical Dealer, 
Electrical Merchandising, Electrical 
South, Hardware Age, Home Ware, 
House Furnishing Review and Retail- 
ing. Trade paper ads will feature the 
same appliances as the popular maga- 
zine copy, each appearing a month 
ahead. 

Dealers will be furnished elaborate 
point-of-sale material to tie in with 
the national advertising. Both mag- 
azine copy and the display sets will 
feature the _ brightly-complexioned 
“Hotpoint Red Man,” trade mark of 


the line. 


TAKES NEW ANGLE 


Randall Beckons 
Miss Bakken 


(Photo by Baron’s) 


Phyliss Jean Bakken 


Mrs. Tester Bakken, 2602 Chamber- 
lain Avenue, can well-be proud of her 
T-year-old daughter Phyliss Jean, who 
goes into first grade at Randall school 
next week. Phyliss Jean is an active 
little girl who does ‘a lot of skipping 
and playing—and she’s most adept at 
dancing. Her mother has outfitted 
her at Baron’s with comfortable Tom 
Boy shoes and several cainty little 
dresses for school apparel. Mrs, Bak- 
ken is a regular shopper at Baron’s, 
and takes advantage of the additional 
savings she earns by saving Eagle Dis- 
count Stamps, pa 


Typical copy in the unusual “back 
to school" series run by Baron's, 
Madison, Wis., store. 


“Photo Caption” 
Copy Helps Sell 
School Clothes 


Madison, Wis., Sept. 5—A distinc- 
tive type of school day advertising 
was run in local dailies during the 
week by Baron Bros., Inc., depart- 
ment store. Copy was in the form of 
news stories, running one column by 
six inches deep, with photos of chil- 
dren whose parents had purchased 
school togs from the store heading 
the copy. 

Each child was identified with a 
newsy item concerning the boy or 
girl appearing under the cut. Head- 
lines were also newsy, as examples, 
“Trudgin’ to Dudgeon,” “School Days 
Begin,” “Returns to St. Raphael’s,” 
etc. Advertisements were scattered 
throughout the papers, one to a page 
and running nine or ten to an issue. 

Sample copy under one cut ran as 
follows: “Vacation is almost over 
with just a week to go, but little Don- 
ald Erickson doesn’t mind. In fact, 
he’s anxious to get back for he enters 
fourth grade at Dudgeon school and, 
another thing, he’s all bedecked in 
new wearables to show his class- 
mates. You see last week Mrs. E. C. 
O. Erickson, who lives at 641 Knick- 
erbocker, took young Don to Baron’s 
and there she quickly, appropriately 
and economically outfitted him as an 
8-year-old real boy should be dressed. 
When they got home from Baron’s it 
was Donald’s job to paste the Eagle 
Stamps in their book.” 


—to start buying 
habits 
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HAMILTON ASKS 
HASTENING OF 
LABEL PROGRAM 


Wants Grades Put on Alum- 
inum, Bread, Bedding 


Washington, D. C., Sept. 5.—Wal- 
ton Hale Hamilton, newly appointed 
consumer adviser of the NRA, has 
made a report to the White House 
direct, which, it is understood here, 
urges that plans for the use of label- 
ing and merchandising standards on 
widely used goods be pushed vigor- 
ously. 

This effort largely collapsed when 
the NRA ran afoul of the Supreme 
Court. However, indications are that 
the present program will urge a vol- 
untary program of labeling require- 
ments as to standards. 

While the office of Dr. Hamilton 
would not make public the White 
House report, ADVERTISING AGE learns 
on high authority that the Consum- 


ers’ Advisory Board is urging that 
consumers should secure labeling pro- 
tection for their purchases of bread, 
aluminum utensils and bedding in 
addition to canned goods. 

As to bread, the Board says that 
it has found a sympathetic attitude 
among bakers, most of whom are 
willing to cooperate with the use of 
labels which will be informative. 
The adoption of a “date” label in 
order to avoid the purchase of stale 
bread, a weight label for protection 
against under-weight bread and qual- 
ity labels which would explain the 
chief ingredients of the bread, are 
among the considerations. 


Urge Descriptive Labels 


It is said that such labels might 
include “school bread,” which would 
contain a greater amount of milk or 
butter fats than other bread. “Toast 
bread,” “table bread” and other simi- 
larly descriptive labels are being con- 
sidered. In order that such a plan 
might be carried forward, coopera- 
tion with the Department of Agri- 
culture and with trade associations 
is seen as essential. 

As for kitchen utensils, particu- 
larly aluminum, it is pointed out to 
ADVERTISING AGE that labels should 
be required inasmuch as low cost 
products sold in competition with 
quality ware are often light weight 


and short-lived. Grade labels would 


give some protection to the consumer, 
it is held. 

As for bedding, this is seen largely 
as a health measure and for protec- 
tion to manufacturers of quality 
products. State laws would be urged 
to prevent the manufacture of used 
materials into “new bedding.” More 
than 30 states now have such laws, 
many of them requiring labeling of 
mattresses which are made of old 
materials after fumigation. Manu- 
facturers are said to support this 
movement. 

With the ending of the codes, con- 
sumer advisers are seeking to revive 
and secure voluntary acceptance of 
those agreements which carried label- 
ing requirements. Mrs. Roosevelt is 
known to be in full sympathy with 
such a movement and the White 
House report is expected to prove the 
basis for a new campaign. 


R. D. Zeff Appointed 


Roy D. Zeff, active for the past six 
years in the brewery publishing field, 
has been appointed national adver- 
tising manager of The Brewer and 
Malster, published by Eugene A. Sit- 
tig & Son, Chicago. 


Ayer Gets British Philco 


Philco Radio and Television Corpo- 
ration of Great Britain, Ltd., has ap- 
pointed N. W. Ayer & Son, Ltd., to 
handle its advertising account. 


INDUSTRIES INTERESTED 
In This Complete Low- 
cost Coverage Include— 


Automobiles 
8 Midwest states own 28% of Amer- 
ica’s farm total. 1935 sales up 150%. 
Tires—Batteries 
Replacement sales greatest to farm- 
ers. Note 8 Midwest states automo- 
Tractors—Equipment 
Own 42% of America’s tractors. 
1935 tractor and implement sales up 
160% from low point. 
Oil—Gasoline 
Note car and tractor figures. What 
a market! 
Building Materials 
Lumber sales up 51% over 1934. 
Paint, hardware, roofing, fencing 


Radio 
Completely covered, mostly old sets, 


At present income level, America’s 
greatest t market. 


Stoves—Washing Machines 
oo quantity, prise se 7) profit—by far 
best rural mar 


Rugs—Floor Coverings 


states—make 
ing’s market. 


Branded Foods 
ee see a cee Larger 


A 


/2 


| Ban gone behind bulk circulation fig- 
ures to find out who really reads 
leading farm magazines—and why! 
I’ve discovered how to escape the 
waste costs of newsstand, suburban, 
“city fringe” circulation and high du- 
plication. Now I’m buying the most 
nearly complete coverage of real on- 
the-farm buyers available. In pre- 
ferred papers! In the 8 richest farm 
states! At half my former cost per 
farm! The Midwest Farm Paper Unit! 


“Surveys showed me it gives me 
12% more farm buyers than my for- 
mer expensive combination of five na- 
tionals—76% of the on-the-farm 
population against 64%. 


“It gives me coverage concentrated 
enough to merchandise—in the 8 
states that spend nearly ¥3 of Amer- 
ica’s entire farm income. Where this 
year’s income increase for the first 6 
months is 28% compared with an in- 
crease of only 7% for the other 40 
states. 


“And my coverage is surer of a 
reading. By on-the-farm farmers! By 
farm dealers. Every important study 
for 20 years shows farmer-and-dealer 
preference for these state farm papers.” 


“That’s why I put Midwest Farm 
Paper Unit first on any farm list.” 
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I'M REACHING THE BEST FARM 
BUYERS IN AMERICA FOR 


MY FORMER COST 
PER FARM! 


SINCE | REPLACED CITY FRINGE COVERAGE 
WITH REAL ON-THE-FARM CIRCULATION! 


STATE FARM PAPERS 
Preferred by 


Farmers—Dealers 


Every survey shows farmers 
prefer to read these State farm 
papers. Jobbers—dealers—prefer 
them to sell to on-the-farm trade. 


$1423} | (4638) 


MIDWEST FARMS 
Are Highest-Income, 
Biggest Spending 


Income nearly double national 
farm average. % of America’s 
entire farm income concentrated 
in 8 Midwest States. 


50% GREATER 1935 


Income Increase 


The greatest income increase 
by far of any farm region. Makes 
possible tremendous sales _in- 
creases for aggressive advertisers. 


MIDWEST FARM PAPER UNIT 


The Farmer. 


BABIES ARE TREATED ROYALLY IN ATLANTA 


playing space and attention . 


has bean established for ten yeara, during which time. . Our trained 
‘nares and assistant nurse sagt been 


.. Our own nursery 


children a month ... 
from Cuba to California! 


. an average of 700 
homes 


Aye ay hy hg spread 


We are proud of these statistics, but they are not the vital fact... Our nursery is only one 
manifestation of our unswerving belief that there is no institution ec large or so efficient 
that the human touch can be lost. 


- 68 successful years of serving Atlanta and the South have proven institution 
BABIES NOT JUST BABIES. one 


knows that ARE 


Ss 
Atlanta Born « Ailanta Owned «+ Atlanta Managed RICH 


Another of the unusual series of full-page institutional advertise- 

ments being run in local papers by Rich's, Atlanta department store. 

The series, which has been running for several months, has created 
much favorable comment in retail circles. 


‘10 MINUTES IS 
ALL WE ASK’, IS 
PONTIAC STORY 


Detroit, Mich., Sept. 5.—‘“Spend 
Just 10 Minutes in a Pontiac,” is the 
theme of the current Pontiac Motor 
Company advertising campaign, run- 
ning in a selected magazine and 
newspaper list, 

The ten-minute demonstration idea 
has been developed among the deal- 
ers, also, in a way that a complete 
presentation can be made by the 
salesman in a _ ten-minute period. 
During this time ten sales features 
are explained by the demonstrator— 
one a minute. 

The factors of Pontiac satisfaction 
taken up in the time are: Triple- 
sealed hydraulic brakes; solid steel 
“turret-top” bodies by Fisher; com- 
pletely sealed chassis; knee-action on 
the Eight and de luxe Six; record- 
breaking economy; full-pressure me- 
tered flow lubrication; the most beau- 
tiful thing on wheels; patented 
Fisher ventilation; concealed luggage 
and spare tire compartment; product 
of General Motors. 

These points of interest are also 
being. developed in the advertising 
copy, and they have shown their 
worth in an unusual customer re- 
sponse already manifested, according 
to A. W. L. Gilpin, general sales man- 
ager of Pontiac. “Our dealers,” he 
said, “are reporting that many peo- 
ple who are in the market for cars 
are taking advantage of these short 


demonstration periods to acquaint 
themselves with the major features 
of the product.” 

Developed by MacManus, John & 
Adams, Inc., agency in charge, the 
advertisements ail feature watches 
with ten minutes shaded in on the 
dial. The idea that within that short 
period the prospective buyer can ac- 
quaint himself with the prime fea- 
tures of the Pontiac is developed 
strongly in the copy blocks. 


Wisconsin Oil Heat 


Group Runs Campaign 

The Oil Heating Association of 
Wisconsin, Milwaukee, with 21 co- 
operating members, has launched a 
newspaper advertising campaign, 
educational in appeal, and designed 
to spread authentic information to 
the general public on the “heat with 
oil” idea, 

Advertisements, four columns by 
10% inches deep, are appearing each 
Sunday in The Milwaukee Journal, 
with copy prepared by that news- 
paper. The campaign started Aug. 25 
and is slated to run three months. 
E. R. Benson, Oil Heating Sales Com- 
pany, is chairman of the association’s 
publicity committee. 


Guy Davis Transferred 


Guy Davis, for the past three years 
production manager of the Omaha 
office of Beaumont & Hohman, has 
been placed in charge of the produc- 
tion department of the agency at 
Kansas City, Mo. 


Dates Set for A. F. A. 


District Convention 

The convention of the Tenth Dis- 

trict of the Advertising Federation of 

America will be held at Oklahoma 
City, Okla., Nov. 1-2. 

The first district will meet at Bos- 


KETTERLI 


ton, Nov. 4-5. 


Sales-producing Booklets, Folders, 
Inserts, Calendars, Window 
Displays, Counter Cards, and 
Complete Direct Mail Campaigns. 


CHICAGO BOSTON 
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ADVERTISING AGE 


Half Year 
Report... 


Conversational material for the Advertising Fraternity, 


T’s just about six months since something over 
four million families saw the first issue of TH1s 
WEEK in their favorite newspapers. Six months 

isn’t long compared to 65 years—which is the aver- 
age age of the 21 sponsoring newspapers—but it’s 
long enough to serve as a yardstick for the future. 
And, after all, six months 1s 26 issues—a couple of 
years in the life of a monthly. 

Even in this comparatively short time, Tuts 
WEEK has demonstrated a new publishing idea to 
the satisfaction of readers, cables, and ad- 
vertisers alike. 


Surest Sign of Progress 


uickest index of this satisfaction is the growing 
circulation of the member newspapers. Rates were 
based, you will remember, on 4,051,285. This 
meant a quarter-million audited velvet for adver- 
tisers from the first issue, for the March publisher’s 
statements added up to 4,293,518. 

Print orders, we are happy to say, are running 
several hundred thousand over this figure. And you 
know how close newspapers figure their press runs. 
As E. W. Preston, publisher of the Boston Herald 

uts it, “Average net paid for the six months end- 
ing March 31, 1935, was 143,791—now, in the 
middle of summer, we have a press run of 174,000 
and I can assure you we are not wasting magazines 
or white paper.” 


Builds Circulation... 


Naturally, we don’t claim full credit for the general 
increase in circulation among THis WEEK’s news- 
papers—but many publishers insist we're really 
responsible. B. F. Lawrence, general manager of 
the Indianapolis Star, says, “the July figure is 4894 
greater than it was in July, 1934—the only impor- 
tant change we have made in the last year is the 
addition of THis WEEK.” Publisher Grant, of the 
Milwaukee Journal—reporting a 7,000 circulation 
increase—says, ‘“‘we attribute this gain to Tuis 
WEEK.” 

All of which indicates that THis WEEk’s editorial 
program of first-run fiction and articles, timed to 
the newspaper tempo, has met with quick accept- 
ance by the readers. Supporting this conclusion is 
the expert appraisal of the shrewdest judges of 
reader interest in the business—the newspaper 
publishers, business managers, and editors. 


Holds Circulation... 


Col. Frank Knox, publisher of the Chicago Daily 
News, feels that ‘“‘the quality of the material coin- 
cides perfectly with the high type of material we 
insist upon in the columns of The Daily News,” 
and remarks that he has “yet to receive a single 


Atlanta, Baltimore, Birmingham, Boston, Buffalo, Chicago, Cincinnati, Cleveland, Dallas, Detroit, Indianapolis, Memphis, Milwaukee, Minneapolis, New Orleans, New York, Omaha, Philadelphia, Pittsburgh, St. Louis, Washington 


NEW YORK: 420 Lexington Ave. 


CHICAGO: 360 N. Michigan Ave. 


mostly concerning the publishing progress of THis WEEK 


critical letter, and scores have been received ap- 
proving of it.” 

The New York Herald-Tribune had an exce 
tional magazine before joining THis WEEK, so the 
publishers did not expect an unusually large in- 
crease. “Nevertheless,” says Howard Davis, busi- 
ness manager, “our circulation increase from THIs 
WEEK is in excess of 20,000 per issue.” This, may 
we add, in a summer which broke records for vaca- 
tions and travel. 

Many of our publishers have told us of Tuis 
WeExk’s ability to keep readers as well as attract 
them. G. B. Bickelhaupt, business manager of the 
Minneapolis Journal says, “circulation of the Sun- 
day Journal shows a good healthy increase, but 
what to my mind is even more important, we find 
it an poate Ha holder of circulation.” 


Clicks With the Readers... 


Ted Dealey in Texas (he’s vice-president of the 
Dallas News) ard Frank Morrison in the East 


(business manager, the Pittsburgh Press) used the 
same word in summing up the situation. Said Mr. 
Dealey, “the magazine is really clicking in this 
territory.’ Said Mr. Morrison, ‘“‘the magazine has 
clicked with our readers, and, in my opinion, has 
been a decided stimulant to circulation.” 


Finds Its Place in Advertising 


For many of the ablest advertisers, six months has 
been long enough to decide TH1s WEEk’s place in 
marketing plans. Mass merchandisers were quick 
to see this combination of first class magazine and 
first class newspapers—not as a new publication— 
but as the logical union of sales forces already tried 
and tested. They recognized in THis WEEK a 
powerful sales influence in the homes and stores 
which account for more than half their sales. 

The advertisers in Tots WEEK make an impres- 
sive list. Some of them were in the first issue; many 
have given Tuis WEEK the best possible recom- 
mendation by reordering after test-insertions. 


ROLL CALL OF ADVERTISERS IN THIS WEEK 


A & F Products (Holdems) Henry A. Dreer, Inc. 
American Earphone Co. Edwin Cigar Co. 
American Radiator & Stand- Fireside Industries 


ard Sanitary Corp. Ethyl Gasoline Corp. 
American Safety Razor Co. E. Frederics, Inc. 
Baby Touch Hair Remover General Foods Corp. 
Barre Granite Co. General Mills, Inc. 
Beech Nut Packing Co. Gore Products Co. 
Bell & Co. (Bell-Ans) Hawaiian Pineapple Co. 
Walter J. Black H. J. Heinz Co. 
Blue Moon Cheese Peter Henderson Co. 

Products, Inc. Hotel Lennox 
Borden Company Hotel Mayfair 
California Fruit Growers Hubinger Co. 

Exchange (Sunkist) Andrew Jergens Co. 


Chicago, Duluth & Georgian Kellogg Company 

Bay Transit Co. Kohler Mfg. Co. 
Colgate-Palmolive-Peet Co. Kotex Company 
Crowell Publishing Co. Lambert Pharmacal Co. 
Dennison Mfg. Co. Thos. Leeming Co. 
Dodge Bros. Corp. Thomas J. Lipton, Inc. 
Doo Tee Sales Co. Literary Guild of America 
Doubleday, Doran Co. Loose-Wiles Biscuit Co. 


Geo. W. Luft Co. (Tangee) 

McGraw Electric Co. 
(Toastmaster) 

Mademoiselle Magazine 

Marion Lambert, Inc. 

Maybelline Company 

Metropolitan Life 
Insurance Co. 

Murine Co., Inc. 

National Biscuit Co. 

National Remedy Co. 

Newspaper Institute of 
America 

North American Accident 
Ins. Co. 

Northwestern Y east 

Numismatic Company 

Oyster Growers & Dealers 
of North America 

Perfect Voice Institute 

Perfolastic Inc. 

Phoenix Mutual Life Ins. Co. 

Pillsbury Flour Mills Co. 


Postal Life Ins. Co. 

Procter & Gamble 

Remington-Rand, Inc. 

Romano Coin Shop 

Rosicrucians Brotherhood 

Royal Typewriter Co. 

Scholl Mfg. Co. 

Scott Paper Co. 

Seminole Paper Company 

W. A. Sheaffer Pen Co. 

Singer Sewing Machine Co. 

Siroil Laboratories 

Sta-Rite Hair Pin Co. 

Sterling Products, inc. 

Walter J. Thompson Co. 

Valley Laboratories 

Wm. R. Warner Co. 

C. C. S. Welch Co. 
(Bathasweet) 

Wm. Cooper & Nephews 
(Pulvex) 

Margery Wilson 

Wm. Wrigley, Jr. 


THIS 


The Magazine for the Millicus—Brief, Colorful, Dramatic 


DETROIT: General Motors Bldg. 


SAN FRANCISCO: 111 Sutter St. 


LOS ANGELES: Lincoln Bldg. 
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‘‘Recipe Loaf’’ 
Is Advertised 
In Three Areas 


Kansas City, Mo., Sept. 5.—Schulze 
Baking Company’s Butter-Nut bread 
will be advertised as “The Recipe 
Loaf” in a campaign which started 
in Cincinnati yesterday and which 
will be extended to Chicago and Des 
Moines next Monday. 


The company has designed a new 
“streamlined” bread wrapper, and in- 
side each wrapper will be a four-color 
lithographed recipe insert describing 
something made with Butter-Nut 
bread or Dolly Madison Cake. The 
housewife may turn in 20 of these lit- 
tle inserts and receive a sprightly 
modern recipe book in return. 

Schulze’s bakeries are in Chicago, 
Cincinnati, Des Moines, Kansas City, 
Grand Rapids, Omaha, Peoria and 
Springfield, Ill., the central office be- 
ing located here. 

Radio stations WBBM, Chicago, 
and KRMT, Des Moines, are being 
used in those cities, and the Cincin- 
nati Post in Cincinnati. Point-of-sale 
displays and street car cards are also 
to be used in Chicago, and point-of- 
sale and truck displays in Cincinnati. 


R. J. Potts and Co., Kansas City, 
is the agency, with Frank Houston 
as account executive. 


Women’s Club to 
Hear Sales Stars 


The following will speak for five 
minutes each at the first fall meeting 
of Advertising Women of New York, 
Inc., Sept. 24, at the Advertising 
Club: 

William A. Hart, E. I. duPont de 
Nemours & Co.; H. L. Redman, Saks- 
34th Street; A. M. Lester, California 
Packing Corporation; E. T. Oakes, 
National Biscuit Company; Edgar 
Kobak, National Broadcasting Com- 
pany; Joseph F. Day; B. J. Rowan, 
General Electric Company; J. T. Col- 
lins, Frigidaire Corporation; Major 
W. J. Mack; Leonard Dreyfuss, 
United Advertising Agency, Inc.; 
Rover M. Van Sant, Baltimore & 
Ohio Railroad; Harold Peat; and 
Robert L. Lund, Lambert Pharmacal 
Company. 


Posters Caution Drivers 


With the opening of schools, Em- 
ployers Mutual, Wausau, Wis., mailed 
more than 100,000 posters to schools, 
business houses and industrial con- 
cerns in the Middle West as a timely 
caution to motorists to look out for 
school children. Similar posters have 
been distributed for the past several 
years as a feature of the accident pre- 
vention service of the company. 


WINS DR. PEPPER WINDOW CONTEST 


The Fair Department Store, Montgomery, Ala., won first prize of 
$200 in the Dr. Pepper window contest, run in conjunction with the 
company's consumer flavor contest, with this attractive window. 


Joins Eckland, Jacobsen 


D. W. Smith, Chicago lettering ar- 
tist, has joined the staff of Eckland, 
Jacobsen & Associates, Chicago. 


Chicago 


No matter where you look things are distinctly 
on the up and up in Cedar Rapids. Every index 
of business activity is soaring. For example: 


Number of telephones up |!/2°%/, 
Domestic Electric consumption up 19°, 
Retail business up 36°, 


Automobile sales up 83°, nt 


Bank clearings up 140% 


To top this off the Gazette circulation (up 7%/,) 
has reached an all-time high in its 52-year history. 
No shrewd advertiser can overlook Cedar Rapids 


in placing Fall schedules. 


Cedar Rapids Gasette ae 


Represented Nationally by 
ALLEN-KLAPP-FRAZIER CO. 


Detroit St. Louis 


E>: 


New Insurance 


Scheme Set Up 
For Retailers 


New Rochelle, N. Y., Sept. 5.— 
Through an arrangement offered by 
Buy and Benefit Plan, Inc., one re- 
tailer in a city may offer his custom- 
ers a dollar of life insurance, in force 
for one year, with each dollar’s worth 
of merchandise. 

Consumers desiring to take advan- 
tage of the plan must fill out a regis- 
tration blank in duplicate, one copy 
of which is retained by the retailer. 
The insurance is issued in $100 units 
as purchases reach this figure and 
the retailer notifies Buy and Benefit 
Plan, Inc. 

The cost, which is moderate in ac- 
cordance with rates on group insur- 
ance, is paid by the retailer. 


U. S. Steel Consolidates 
Carnegie, Illinois Units 


United States Steel Corporation 
has announced a unified plan for op- 
eration of two of its units, the Car- 
negie and Illinois Steel Companies. A 
new organization, to be headed by 
Benjamin F. Fairness, formerly ex- 
ecutive vice-president of Republic 
Steel Corporation, will link the two 
companies. Production and _ sales 
will be controlled from a central of- 
fice to be set up in Pittsburgh. 

The step is part of the parent com- 
pany’s program of decentralizing its 
subsidiary companies along geograph- 
ical lines. 


Outdoor Adds Facilities 


Pittsburgh Outdoor Advertising 
Company has purchased and assumed 
operation of the plants formerly oper- 
ated by Alpha Claude Neon Corpora- 
tion and the Pittsburgh branch of 
General Outdoor Advertising Com- 
pany, Inc. 


NEW PRODUCTS 
OF C-P-P PUT 
IN APPEARANCE 


New York, Sept. 6.—Colgate-Palm- 
olive-Peet Company is starting the 
fall with a number of new products, 
as well as new advertising and mer- 
chandising campaigns in addition to 
those which have been running con- 
sistently. 

Already started is the campaign on 
Colgate Ribbon dental cream in a 
large list of Sunday newspapers, na- 
tional weekly and monthly maga- 
zines. The copy of some 300 lines 
features popularity strips, the under- 
lying thought being that most bad 
breath begins with the teeth. 

Another series has started on a 
new brushless shaving cream. A free 
sample of the large tube, which re- 
tails for 25 cents, is being offered in 
exchange for an empty carton from 
the giant size Colgate Ribbon dental 
cream tube, which retails for 35 cents. 
Copy also features a claim to 20 per 
cent closer shaves, absence of grease 
and a lotion after-effect. Insertions 
run about 200 lines. 

A third new product is Cashmere 
Bouquet cold cream, an all-purpose 
product. This cream has _ not 
reached the point of beiag nationally 
advertised yet. So far, a sampling 
survey has been conducted in several 
large cities where women were asked 
to test the sample for two weeks and 
report on its efficacy. 

All Cashmere products, which ap- 
peared in a newly designed family 
package this summer, are reported to 
be enjoying increased sales as a re- 
sult of the redesign work. The fam- 
ily design is ivory background with 
ornamentation, and lettering in light 
red and black, following the wrapper 
of Cashmere Bouquet toilet soap, 
leader of the line, which is being 
given color advertising in magazines 
and is the only item in the group 
which is nationally advertised cur- 
rently. 

In addition to the cold cream, two 
other Cashmere Bouquet items were 
introduced this summer, vanishing 
cream and hand lotion. The creams 
are packed in opal glass jars with 
ivory caps. The lotion comes in a 
glass bottle with ivory cap. The other. 
Cashmere products are tale powder, 
tinted face powder, lipstick, perfume 
aud teilet water. 

Benton & Bowles, 
agency. 


Inc., is the 


Woodcox Heads Detroit 
Office of Geyer, Cornell 


Vance C. Woodcox, who last week 
joined Geyer, Cornell & Newell, Inc., 
Dayton agency, as reported in ADVER- 
TISING AGR Sept. 2, will head the new 
Detroit office of the agency. 

The Kelvinator account, recently 
acquired by Geyer, will be handled 


through this office. 


Sat OFF, 


That Comfortable Feeling of 
Cap C° Confidence! 


Regular users of P. & A. Service will tell you they are 
always comfortable in mind when they ’phone, write 
or wire us an order. Long experience —and a happy 
one—has shown them we deliver. ~ 

They’re used to us; we’re used to them; that’s the way 
we would like to get you feeling, too— P. & A. minded. 

You don’t want the wheels of production progress 
slowed by guessers. And you’ll find none here. If your 
order is not clear as crystal in every detail, we ask you 
about it. Otherwise, you ask us about it if 
we fall down in the slightest detail. You 
will not often have the opportunity. : 
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CASE HISTORY 


, \HIS is a case history of a 
remarkable example of pro- 
gressive marketing. 


Sometime ago a certain manufacturer 
launched a new product in a highly 
competitive field. 


In spite of much discouragement from 
his friends, he assembled a designing, 
production and sales staff—and went 
to work. He styled the product for 
the New York Metropolitan market 
only _and only for the discriminating 
quality class. 


No effort was made to sell the prod- 
uct outside of Metropolitan New 
York. And in New York, sales were 
restricted to the best outlets in the 
best neighborhoods. 


It was concentration with a capital C. 


To the surprise of all concerned, 
within a few months after the product 
was launched it had attained a greater 
sale in the market for which it had 
been designed than had ever been 
achieved by a competitive article. 
40,000 units of this high priced, 


highly styled product were being sold 
every week in New York. Merchants 
who sell the product turn over their 
stock 52 times a year. 


And here is the interesting sequel: 
No sooner had this product begun to 
sell well to New York’s best people 
than the best people elsewhere 
wanted it. In Dallas, in Denver, in 
Detroit, in Chicago, in Cleveland, in 
Boston, in Baltimore, in more than 
40 trading centers in all. It sold in 
these cities to the same people who 
had bought it in New York—and 
dealers couldn’t get enough of it. 


Without even a salesman’s call, with, 
in fact, no sales efforts whatsoever, 
the manufacturer was presently sell- 
ing more units in other cities from 


coast to coast than he was selling in 


Gotham. 


He found that people everywhere 
wanted what New York looked upon 
as the best—instantly. 


The manufacturer was, of course, 


the F-R Publishing Corp. The 
product was The New Yorker. 
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L. |. ROAD'S AD 
ON RATE BOOST 
PROVES FUTILE 


New York, Sept. 6.—Despite the 
fact that large advertisements were 
used this week by the Long Island 
Railroad to justify its filing a tariff 
to increase commutation rates 15 to 
20 per cent Oct. 1, organized commut- 
ers succeeded in obtaining a suspen- 
sion pending formal public hearings, 
which promise to sizzle. 

The passenger department of the 
Long Island Railroad, a subsidiary of 
the Pennsylvania system which criss- 
crosses the large island and operates 
practically without competition, ad- 
vised ADVERTISING AGE that it has no 
plans at present to do any further 
advertising in an attempt to popular- 
ize the move. 

From time to time in the past, the 
railroad has nibbled at good will ad- 
vertising in emergency cases and for 
the remainder, its activities have 
been devoted mainly to selling tick- 
ets to Long Island fishing points and 


resorts with small insertions. The 
good will efforts in the past have 
taken the form of explanations when 
service broke down during blizzards, 
etc., and usually have not been well 
received by residents depending upon 
the service. 

After this week’s advertisement 
of over 500 lines in the leading met- 
ropolitan newspapers, the company’s 
officials planned to await legal pro- 
ceedings, devoting their energies to 
attempts to prove their case to the 
Public Service Commission. Should 
the decision favor the company, they 
are undecided on the question of 
launching a follow-up campaign to 
sell it to their customers, they said 
this week. 


Commuters Up In Arms 


The copy this week pointed out 
that the Long Island Railroad, unlike 
most others, derives more than 70 per 
cent of its revenue from ticket sales 
against ten per cent for other roads, 
and that its total revenues have 
dropped from $41,000,000 to $24,000,- 
000 while taxes are twice those of 
1918 and peak wages, by national 
agreement, were reinstated in April. 

The mood of commuters on the an- 
nouncement of the rate increase be- 
came belligerent, one group going so 
far as to chant “Down with the Long 
Island” on a city-bound train while 


another draped a banner over one of 
the stations proclaiming the return 
of prosperity: “Even the cost of 
waiting in vain for the Long Island 
to plow through an inch of snow is 
rising.” 

Realtors feel that Long Island 
service, even at current rates, have 
hindered New York’s expansion on 
the Island, hurting residential values 
and rentals. Mayors and county au- 
thorities are in league with the com- 
muters in their rate fight, urging 
that the quality of service demands a 
reduction rather than increase. 


Waltham Takes Large 


Space in “Jeweler” 


Waltham Watch Company, Wal- 
tham, Mass., in cooperation with 21 
of its 26 distributors, sent its fall 
line off to a smashing start with a 
32-page advertisement in the Septem- 
ber issue of National Jeweler. 

Waltham itself has nine pages cata- 
loging its new fall line, while two 
distributors have two pages each, and 
the other 19 use one page each. 


Birmingham BBB Closes 


Directors of the Birmingham, Ala., 
Better Business Bureau have voted to 
close the bureau because of lack of 
funds, but are hopeful of reorgani- 
zation. The bureau, in operation for 
11 years, has investigated an average 
of 125 reports per month. 


DOMINATES 


the Minneapolis market in 
§ circulation and advertising 


LEADS IN CIRCULATION 
LEADS IN ADVERTISING 
LOWEST MILLINE RATE 


Minneapolis Tribun 


REACHES MOST FAMILIES AT LOWEST COST 


NEW PROMOTION 
IS PUT BEHIND 
GLASS BRICKS 


Three Makers Increase 
Efforts to Sell Architects 


New York, Sept. 5.—In an unprece- 
dented attempt to bring to the atten- 
tion of architects and builders a rela- 
tively new development in building 
materials, architectural glass, Owens- 
Illinois Glass Company, Toledo, one 
of the three manufacturers of the ma- 
terial, will have a 32-page color insert 
in the September issue of Pencil 
Points, architectural journal, describ- 
ing its new product, Insulex Glass 
Blocks. 

Fabricated glass bricks bonded 
with ordinary mortar have for many 
years been used in European building 
construction. In the early stages of 
use these glass bricks had several 
serious disadvantages, among them 
the fact that in some temperatures 
and under certain conditions they 
were liable to crack or chip. Unequal 
coefficients of expansion of glass, 
mortar and steel, the important archi- 
tectural materials necessary in any 
application of translucent masonry, 
were also a major difficulty. 

Some six and a half years ago, 
architectural glass was introduced to 
American builders by a new concern, 
Structural Glass Corporation. The 
product of this company came to na- 
tional attention, when almost the en- 
tire facade of the 118 E. 48th Street 
home of William Lescaze, a Swiss 
architect, was constructed of the 
novel material. The features of this 
building were widely commented 
upon at the time, the publicity pro- 
viding a direct stimulus to sales of 
the product. 


Use Trade Promotion 


Structural Glass Corporation fur- 
ther plans to promote sales with a 
four-month campaign in Architec- 
tural Forum this fall, and possibly by 
sponsoring an architectural competi- 
tion designed to excite interest in 
new applications of the material. 
Tuthill Advertising Agency handles 
this account. 

The third manufacturer of glass 
bricks in this country is the Corning 
Glass Works. This company is an- 
nouncing through full pages in Sep- 
tember issues of four architectural 
magazines, American Architect, 
Architecture, Architectural Forum 
and Architectural Record, a newly de- 
veloped glass brick. Previously the 
products of all three of the companies 


had been made of blown glass. Now 
both Corning Glass Works and 
Owens-Illinois Glass Company are 


producing bricks of pressed glass, 
said to be more uniform in weight. 
The Corning Glass Works has also 
distributed an elaborate promotion 
piece to architects and building engi- 


neers. J. Walter Thompson Company 
is the agency. 

The brochure presented by Owens- 
Illinois Glass Company as an insert 
in Pencil Points is the most impor- 
tant merchandising effort any manu- 
facturer of the product has at- 
tempted. It contains diagrammatic ex- 
planations of the product, its applica- 
tion and use, as well as basic specifi- 
cations and scientific test data, work- 
ing drawings and details. 

Divided into three parts, it classi- 
fies use of the bricks into functional, 
interior decorative and exterior deco- 
rative uses. 

It is planned to use reprints of the 
brochure as a catalog and for this 
purpose 10,000 copies have been or- 
dered. It is also possible that cer- 
tain parts of the insert will be ar- 
ranged to form a special catalog to 
be included in Sweet’s Catalog. Tom 
Almroth is the advertising manager. 
E. R. Wade of United States Adver- 
tising Corporation handles the ac- 
count. 

As soon as acceptance of the new 
product by architects and builders is 
assured, consumer advertising will be 
considered. 


Prepare Huge 
New Air Show 
For RCA Units 


New York, Sept. 6.—Advertising 
executives of the Radio Corporation 
of America are hard at work pre- 
paring a giant new Sunday afternoon 
program to promote all branches of 
the organization. Lord & Thomas 
are in charge. 

The first broadcast will be Sept. 29. 
It will be distributed to all stations 
in the Blue network of the National 
Broadcasting Company, a total of 55, 
including Honolulu. The hour is 
from 2 to 3 p. m. 

Just now, the development of the 
program does not allow a definite an- 
nouncement concerning its structure, 
according to executives. It will con- 
sist of a variety of stellar attrac- 
tions, they admit, including sym- 
phonic and popular orchestras, dra- 
matic stars and comedians. 

Commercial announcements. will 
feature all units of the RCA organ- 
ization, it is understood, including 
the National Broadcasting Company. 


Agency Men Take 
Posts with Kudner 


The following executives in the 
New York office of Erwin, Wasey & 
Co. have indicated their intention to 
join Arthur Kudner, Inc., Oct. 1: 

Frank Chance, Charles Chappell, 
C. Christensen, R. J. Copeland, R. J. 
Dustman, J. H. S. Ellis, S. B. Fuson, 
C. F. Gannon, C. B. Goshorn, J. W. 
Millard, E. J. Owens, Graham Starr, 
Fred Wilson and H. L. Titman. 


Pinaud Program to Start 


Pinaud, Inc., New York, will spon- 
sor a new series, “Jeannine in Lilac 
Time,” beginning Sept. 13 over the 
Mutual Broadcasting System. The 
program will be heard from 7:15 to 
7:30 five nights each week. 


* Convenient . . . on the East 
Side, short walk to Advertis- 
ing Club. In the zone of 
quiet. Several bus and sub- 
way lines within one block of 


our door. Two automobile 
entrances. Ample parking 
space. 


choose from. 


14 East 28th Street 


Why So Many 
Advertising Men 
Stop at the Prince George 


* Good Food . . . The Prince George is famous for fine food, particu- 
larly New England dishes. The Old English tap room is also a delightful 
spot to dine and refresh a tired advertising man. 


Prince George Hotel 


Just Off Fift 
Alburn M. Gutterson, Manager 


*& Reasonable . . . large rooms 
with bath as low as $40.50 a 
month. Daily from $2 single, 
$3 double. Suites also mod- 
erate. Meeting rooms, ban- 
quet rooms for groups, con- 
ferences. Just the place to stop 
when the family goes away. 


Five restaurants to 


New York 


Avenue 
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- e 7 
potential in these tested markets 439 
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"The selection of cities for the location oafF.W. & 
Woolworth Stores is determined by actual retail ; 
sales,” says the booklet. “These are concentrated, 
active markets, since one-half of all the families 
in the United States reside in these cities . - . 
14,790,065 families in 1276 cities!" 
In New York City, as the page above shows, 
TOWER leads all women’s magazines. In cities of 
3 500,000 and over, TOWER, with 477,911 readers, 
This is the map which has made market- 


surpasses al] women’s magazines save one. . . 
which leads by some 1641. 

If you are a manufacturer of mass products seek- 
ing volume sales in tested markets, doesn’t 
TOWER belong on your fall list? 


ing history. The map which shows all 
volume and no waste coverage! The circu- 
lation map of TOWER MAGAZINES ... 
The magazines sold in The Woolworth 
Stores and on newsstands in the same 
1276 tested volume Woolworth markets. 


TOWER MAGAZINES: INC. 


IN 1276 BUS 


Y MARKETS - THE YOUNGER HOUSEWIVES’ MAGAZINES — 
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Giving Buyers More Facts 


Increased sales and earnings of 
the leading corporations offer the 
most convincing proof that one could 
demand that buyers are again in the 
market. Wants that have been de- 
nied during depression years are 
again being supplied. Money is be- 
ing spent uot only for the things re- 
quired for a subsistence level of ex- 
istence, the apparent objective of 
many. who regard themselves as so- 
cially in advance of the crowd, but 
for the products which add to the 
comforts, conveniences and pleas- 
ures of living. 

All of this should and no doubt 
will have a very definite effect on 
advertising, both as to character and 
volume. One immediate result 
should be the employment of a more 
informative style of copy, which will 
tell the interested buyer the things 
he wants to know about the goods he 
is planning to purchase. Copy packed 
with specific data, and piling up fact 
on fact that demonstrates the utility 
and value of the product advertised, 
will be read today with far greater 
interest than ever before, for the ob- 
vious reason that more readers of 
advertising are now in a buying 
mood. 

During the tough times which 
marked the bottom of the depres- 
sion, advertising had a difficult task 
to perform. It had to jolt consum- 
ers into a more than passive atti- 
tude toward purchases. Scare copy 
was frequently the only answer. 


Harshly competitive advertising was 
another sign of the times, with man- 
ufacturers going after the reduced 
dollars of buyers with copy which 
was brutally frank in its attempts 
to expose the weak points of other 
products in the same field. 

While this kind of copy could be 
condoned, if not defended, because 
of the stress of circumstances under 
which it was written, there is little 
excuse for it at present. Positive, 
constructive, informative advertising 
is indicated now, with markets ex- 
panding, an increased number of 
buyers presenting themselves at re- 
tail counters, and an increased vol- 
ume of dollars burning holes in the 
pockets of hungry consumers. 

Under these conditions, why not 
forget the ballyhoo, the knock-’em- 
down-drag-’em-out style of competi- 
tive advertising, and return to sim- 
ple, informative copy which recog- 
nizes that the buyer needs facts on 
which to base an intelligent deci- 
sion regarding the purchase of 
something which he needs and 
wants, and which he intends to buy 
from somebody, somewhere, in the 
immediate future? 

Promotion of sales is, after all, 
promotion of sound buying, and ad- 
vertising serves its most useful and 
acceptable purpose in accelerating 
buying by the simple process of 
making buyers better informed re- 
garding the products for which they 
may be in the market. 


What About Those Idle Dollars? 


Financial writers have been con- 
siderably stirred up because several 
important New York banks have re- 
duced their dividend rates. The rea- 
son was reduced earnings. The lower 
net was due to several causes, but 
chief among them was reduced de- 
mand for funds from commercial 
borrowers. Banks in general have 
reserves far greater than their nor- 
mal requirements indicate, and are 
looking eagerly and in fact anx- 
iously for opportunities to lend funds 
to sound business enterprises. 

There are few businesses in this 
country which are not planning ex- 
pansion, through the promotion of 
new products, the extension of sales 
territories or the improvement of 
equipment by means of which to re- 
duce production costs or advance 
quality. Thus there is a huge poten- 
tial demand for funds, the active de- 


velopment of which would reduce 
cash reserves in the banks, provide 
profitable use for idle capital, stim- 
ulate employment, enlarge the use 
of advertising and sales promotion 
activities, and, in general, speed the 
return of full prosperity. 

We believe that confidence in the 
future of America, the one essential 
factor which has been needed to jus- 
tify the borrowing of funds for the 
expansion of business, is returning. 
Regardless of political and economic 
hazards which confront the nation 
at present, the basic situation is so 
strong and the opportunity for in- 
telligent use of capital for business 
expansion and promotion is evident 
in so many cases, that we believe 
those idle dollars can now be started 
rolling in a way that will provide 
the answer to most of the serious 
questions pressing for immediate so- 
lution in this country. 


EVEN MODELS GET TEMPERAMENTAL NOW 


—Ballyhoo. 


“Can't you pretend you like 4 We only for an advertisement you 
ow Ll 


Voice of the Advertiser 


Kansas Trust Company 
Makes Good in Big Way 


To the Editor: So complete is the 
news coverage given by ADVERTISING 
AGE that I thought you might be in- 
terested in a bit of advertising activ- 
ity which heretofore has not been 
publicized in any advertising publica- 
tion. I refer to the advertising serv- 
ice given by the Public Utilities De- 
partment of the United Trust Com- 
pany, Abilene, Kan. 

Advertising material originally 
prepared by us for a number of United 
telephone companies having headquar- 
ters here has attracted attention in 
many parts of the world. After serv- 
ing its purpose for the companies for 


One of a series of small-space ad- 
vertisements designed to increase 
the number of telephone homes by 


discouraging "mooching." 


which it is prepared, it is syndicated 
and offered for sale at nominal cost 
to other telephone companies. 
Several hundred companies 
throughout the United States and 
Canada use this advertising service 
regularly, and during the year in- 
quiries and orders have also been 
received from Nova Scotia. Alaska, 
Cuba, Switzerland, Australia and In- 
dia. Our records show orders from 
more than 400 different telephone 
companies since the first series of 
newspaper ads was released in Sep- 
tember, 1928. 

Telephone publications with inter- 
national circulations have made fre- 
quent mention of our advertising, 
which accounts for the inquiries and 
sales to points outside of the United 
States. Promotional activity on our 
part has been limited to circularizing 
a mailing list of about 2,300 inde- 
pendent telephone companies with 
broadsides showing typical series of 
advertisements. 

A new series of “Good News” ads 
were released the first of this week 
and already we have had an excellent 
response. Believe me, Mr. Editor, it 
is a real thrill to live out here in a 
progressive little Kansas community 
and sell telephone ads to 19 com- 
panies in New York state, to 27 in 
Illinois, and to a proportionate num- 
ber in most of the other states. 

ELLIoTtT BELDEN, 
Director, Advertising Service, 
Public Utilities Department, 
The United Trust Company, 
Abilene, Kan. 
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Literal Minds 


To the Editor: In your issue of 
Aug. 26, under the heading of “Get- 
ting Personal,” we find that “Dr. 
John B. Watson, J. W. T. v. p. and 
behaviorist, builds barns in his un- 
derwear.” 

When will you publish a picture 
showing at least one barn built in 
the good doctor’s underwear? Per- 
sonally, I think it would be most in- 
teresting to us who read the item lit- 
erally. 

THOMAS J. Youna, 
Philadelphia Daily News, 
Philadelphia, Pa. 
? FF 
To the Editor: “. . . reported that 


Dr. John B. Watson, J. W. T. v. p. 


and behaviorist, builds barns in his 
underwear.” — from “Getting Per- 
sonal,” Aug. 26. 

Whoever would have thought that 
there was that much room in his un- 
derwear? Certainly, it is evident that 
he doesn’t wear the new style abbre- 
viated BVD’s that are being dis- 
played in the men’s stores. 

Or maybe it was the same reporter 
whose story was that “the farmer 
threw the cow over the fence, some 
hay.” 

B. D. Sprorrorp, 

The Duriron Company, Dayton, O. 
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Milwaukee Laundrymen 
Stage Co-op Campaign 

To the Editor: We thought you 
might be interested in learning of a 
series of eight quarter-page adver- 
tisements which the Milwaukee 
Laundry Owners Association has 
been running during July and Aug- 
ust to combat the usual summer 
slump. 

Last year the Milwaukee associa- 
tion pioneered with a “damp wash” 
campaign which proved so success- 
ful that similar campaigns are now 
being used throughout the country. 
The present series, we believe, is just 
as unusual, in that it shows the 
hardships of home laundering from 
an entirely new angle. We are stress- 
ing the fact that ironing is one of 
the worst inconveniences connected 
with doing the family washing at 
home, a point which, up to now, has 
never been emphasized. 

The campaign, which is copy- 
righted, is running in daily news- 
papers and in the local shopping 
news. To date the results have been 
excellent. 

Rosert E. Hart, 
Allen Rieselbach Advertising Agency, 
Milwaukee, Wis. 
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“Certified Analysis” 


Boosts Ice Cream Sales 

To the Editor: The enclosed proof 
shows one of a series of newspaper 
ads in the current Mading’s ice 
cream campaign. 

The client, Mading Drug Stores of 
Houston, operates a chain of 16 
stores. Since they discontinued the 
sale of an outside brand of ice cream 


What a Delicious 
‘Difference 


* Certified Analysis Shows It’s _4\!-/c: In Food Value! 
Costlier Blending Makes It ![ose ‘2 )elu/it/ul Im Plaver! 
“oy @ Quart of Mading’s All Cream Ice Cream Today 
«BSc Ready Packed 40c Hand Packed 
: Delivered From Any Mading Store 


12 months ago, sales of their own, 
Mading’s All Cream ice cream, have 
increased 500 per cent. 

Primarily newspaper and radio ad- 
vertising is used, with strong point 
of sale tie-up in store windows and 
on the back bars of fountains. The 
client feels that the campaign has 
been a most successful venture. 

“Certified analysis” in the ad is a 
earry-over from previous copy di- 
rected to doctors (medical journals 
used) and to the general public 
(newspapers and radio). The anal- 
ysis was made by a recognized lab- 
oratory and showed Mading’s cream 
to be higher in food value (butter 
fat content and total solids) than 
wholesale competitors’. This story 
has been covered completely in prev- 
ious advertisements. 

Why should not ice cream have its 
certified analysis and its expensive 
blending of ingredients? 


J. G. THompson, 
David G. Ritchie, Advertising, 
Houston, Tex. 
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CHECK and DOUBLE-CHECK 


Bo STON is a 
MORNING paper city 
and its dominant 
Morning newspaper is 


Ghe Boston Post 


The Boston Post 


MORNING 
HERALD 


20.7% 


MORNING 
GLOBE 


21.6% 


Two independent surveys reveal similar facts 


The Boston Post 
reaches more than half of 
the Evening Paper Readers 


PROF. DANIEL ST\ARCH also made a 
survey of Boston newspaper readers for the 
American Association of Advertising Agen- 
cies in 1930. His survey produced indisput- 
able facts about the duplication of readers in Boston 
newspaper circulations. His findings show a start- 
ling similarity of percentages to those disclosed by 


Evening paper readers 
prefer to BUY from their 
MORNING Newspaper 


CONSUMER SURVEYS, a thoroughly qual- 
ified Boston research organization, published 
a questionnaire type advertisement in FIVE 
Boston daily newspapers. Women were asked: 
Which newspaper do you usually read when 
making up your grocery order (check one)— 
MORNING ... EVENING ...WNo Newspaper... 


84% of the women said they use a newspaper, and 
an impressive majority use a MORNING paper. 


EVENING Globe readers who make up their N 
grocery orders from a MORNING paper..... ° a 


Consumer Surveys. These are percentages from the 
survey made by Prof. Starch: 


58 2% of families who take the EVENING Globe 
~ read Uhe Boston Post in the MORNING. 


EVENING Traveler readers who make up their % 
grocery orders from a MORNING paper...... e oO 

EVENING Transcript readers who make up their N 
grocery orders from a MORNING paper...... a 


EVENING American readers who make up their 2 N 
grocery orders from a MORNING paper..... ° * 


84% : 
be Boston Post 


NEW ENGLAND’S “GOOD MORNING” FOR 104 YEARS 
July Net P aid, 3 6 3 19 O Boston Post Net Daily Circulation—Year Ending March 31,35 Q@he Boston Post is practically all HOME 
/ 


DELIVERED, and has by far the largest 
For the Month of July, 


circulation of any daily paper in New Eng- 
The Boston Post gained 18,053 copies 
Morning Globe, 128,404 Morning Herald, 122,927 


50 O% of families who take the EVENING Traveler 
* read Che Boston Post in the MORNING. 
4 O% of families who take the EVENING Transcript 
. read The Boston Post in the MORNING. 
N of families who take the EVENING American 
e read Whe Boston Post in the MORNING. 
of the women in Boston and 26 other Cities and Towns comprising the Greater Boston 


Shopping Zone stated they use a NEWSPAPER when making up their grocery order. 
Only 16% do not. 60% of the 84% said they use a MORNING Newspaper. 


land. It reaches more than a THIRD-OF-A- 
per day over July, 1934— without the use 


MILLION families every day just before the 
of Premiums, Contests or “Sample Copies.” day’s buying plans are made. 
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MINNIE FROM 
MINNEAPOLIS 
oAYS. .. | 


Don’t know much about astronomy, 
but folks up here in Minneapolis have 
been noticing a new Star that twin- 
kles and shines like nobody's busi- 
ness. The boy friend was talking 
about it last night. 


He said that this Minneapolis 
Star was within three copies of its 
leading evening competitor in 
home delivered circulation here in 
town. Got all excited about it and 
said this Star was now a dominant 
selling force in Minneapolis. (He’s 
always talkin’ like that, but then 
he ought to know . . . he’s in the 
advertising business.) 


But he couldn't catch me up. Not 
Minnie! I remembered a letter the 
boss gave me yesterday and old M. W. 
wrote the Chicago office about this 
Minneapolis Star being the home 
newspaper with 82% of its city read- 
ers served by carrier ... the largest 
percentage of any Minneapolis news- 
Paper, the boss said. When I popped 
out with that pilus throwing in the 
exact city home delivered circulation 
figure of this Minneapolis Star .. . 
45,400 . . . just like that, the boy 
friend’s eyebrows went up about a 
half inch and he looked as if he 
thought I was pretty smart. Said my 
figures were good. Wonder what he 
meant by that? 


The boy friend just poked his head 
in the door and said The Minneapolis 
Star led all Minneapolis daily news- 
papers in local food lineage for the 
first 6 months of 1935. Shucks! I 
knew it all the time. What do you 
think I do all day in this food brok- 
erage office . . sample tea? Not 
at 5 o’clock, dearie! 


*- * * 


Did you hear about Charley John- 
son? He’s the sports editor of The 
Minneapolis Star. Is HE going to get 
a swell trip! Beginning Wednesday 
he’s going to make an airplane trip 
around the middle west and visit all 
the Big Ten football camps. 


* * *& 


All the folks in Minneapolis are 
tickled about Charley going, because 
he'll send back stories about all the 
Big Ten teams. And you know how 
we feel about football. Now don’t tell 
me you haven't heard about the U of 
Min team! Just give me a Racoon 
coat and Charley Johnson's sports 
column and I’m all set! 


Don’t tell the boy friend, but 
Don Scott from Guy S. Osborn’s 
office was in town last week. Gee! 
Is that man good looking! I'll bet 
the girls over at The Minneapolis 
Star were wishing he would ask 
them for dinner. Molly told me 
he had a lot of new dope about 
The Star. Better ask him about it. 


Well, I'll have to, stop now ... The 
Star just came and I want to find out 
if that girl in the new serial story is 
as dumb as she was in yesterday's 
chapter. You wouldn't catch ME in 
no hotel! So long. Be seein’ you. 
When yowre in town, call me up. 
Just ask for Minnie from Minneapo- 
lis. Call me anything, but call me... 


Minnie 
THE MINNEAPOLIS 
STAR 


COMPETITIVE 


“The moment | found bow terribly wrong folks 
were about Beer beng fattening | switched- 
Cocktails [6 Coors Hig 


Taken moderately and sensibly — as all food sed drab 
fermented and thoroly 


EER 


Directly competitive is this copy 

theme of Coors, Colorado brewer, 

which suggests switching "from 

cocktails to Coors." This advertise- 

ment appeared in Denver papers 
late last month. 


FTC TO ALLOW 
STIPULATIONS 
ON RADIO COPY 


Broadcasters Get Protection 
Against License Loss 


Washington, D. C., Sept. 5.—An im- 
portant step in the protection of 
broadcast stations from loss of li- 
cense through broadcasting of pro- 
grams “not in the public interest” 
was taken late last week when the 
Federal Trade Commission = an- 
nounced that it will hereafter extend 
to broadcasters the same right to 
sign stipulations which is now given 
to other mediums when the FTC 
launches an investigation into the 
selling or advertising methods of 
any advertiser. 

In substance, the stipulation which 
will now be offered broadcasters is 
identical with those offered publish- 
ers and agencies, the National Asso- 
ciation of Broadcasters, which ar- 
ranged for the new routine, is advis- 
ing members. 

By signing such stipulation the 
broadcaster agrees that he has broad- 
cast the copy in question; waives 
any right he might have to defend 
the copy against the FTC’s action; 
and agrees to abide by any stipula- 
tion or cease and desist order en- 
tered against the advertiser by the 
commission. “In short,” the N. A.B. 
explains, ‘the broadcaster accepts no- 
tice, steps aside pending settlement 
between the advertiser and the Fed- 
eral Trade Commission, and agrees to 
abide by whatever decision is made 
in the matter.” 


Clears Up Situation 


This matter of stipulations is of 
particular interest to broadcasters be- 
cause it has heretofore been impos- 
sible for radio stations to protect 
themselves from charges of operat- 
ing against the public interest when 
clients’ copy has been the subject of 
a charge by the FTC. 

Although presumably not informed 
of Federal Trade Commission activi- 
ties against sponsors using their fa- 
cilities, broadcasting stations in the 
past have frequently found their 
licenses in jeopardy because the Fed- 
eral Communications Commission has 
objected to the airing of programs 
which are under FTC surveillance. 

Under the new set-up, it is be- 
lieved that the broadcasting of copy 
of products which is under investiga- 
tion by the Federal Trade Commis- 


AMliated in ownership with The Des Moines Register 
and Tribune. ” 


sion will not be used by the Federal 


Communications Commission in with- 
holding license renewals unless a 
broadcaster refuses to abide by any 
FTC stipulation. 

Under the terms of the stipulations 
to be signed by broadcasters, pro- 
grams cited for investigation by the 
FTC will not be immediately barred 
from the air, but will be permitted to 
continue until the case has been defi- 
nitely settled, whereupon each broad- 
caster signing the stipulation agrees 
to abide by the decision of the com- 
mission. , 


Hutchins Joins J. W. T. 


C. T. Hutchins, former advertising 
manager of Goodycar Tire & Rubber 
Company, Akron, O., has joined the 
New York office of J. Walter Thomp- 
son, Inc. Succeeding Mr. Hutchins 
as udvertising manager of Goodyear 
is H. G. Harper, working under L. E. 
Judd, former editor of the Akron 
Times-Press, who is now Goodyear’s 


director of advertising and public 
relations. 
Market Meeting Planned 


The annual marketing conference 
sponsored by the American Manage- 
ment Association will be held at the 
Waldorf-Astoria, New York, Oct 23-24. 
A wide variety of advertising, as well 
as marketing problems, is_ tenta- 
tively scheduled for discussion. 


CANADA REBATE 
LAW EFFECTIVE 


Toronto, Ont., Sept. 5.—The new 
Canadian law which prohibits dis- 
criminatory rebates and advertising 
allowances, and which went into ef- 
fect Sept. 1, is causing much worry 
among Canadian manufacturers, who 
fear that its interpretation may lead 
to serious difficulties. 

The law declares that “every per- 
son engaged in trade or commerce or 
industry is guilty of an indictable of- 
fense and liable to a penalty not ex- 
ceeding $1,000 or to one month’s im- 
prisonment, or if a corporation, to a 
penalty not exceeding $5,000, who is 
a party or privy to or assists in any 
transaction or sale which discrimi- 
nates to his knowledge against com- 
petitors of the purchaser in that any 
discount,. rebate or allowance is 
granted to the purchaser over and 
above any discount, rebate or allow- 
ance available at the time of such 
transaction to the aforesaid competi- 
ters in respect of the sale of goods of 
like quality and quantity.” 

Whether or not this new law ap- 


plies to contractual agreements now 
in force is one important point not 
made entirely clear by the legisla- 
tion. One group contends that exist- 
ing contracts will be allowed to run 
their course, while another group as- 
serts that all such contracts must 
now be amended, if necessary, to fall 
within the scope of the new act. No 
official word on this matter has thus 
far been forthcoming. 

Manufacturers are also concerned 
about the possibility, under the new 
law, of getting into serious difficulties 
in the matter of window displays. 
Obviously, all windows are not of 
equal value, yet under the new law 
it may be illegal to differentiate in 
the size of the allowance given for 
two windows which may have en- 
tirely different advertising values. 


‘Automotive Electricity’ 


to Change Name, F ormat 


Automotive Electricity, New York, 
will undergo a change in name, for- 
mat and policy with the October is- 
sue. The publication will be known 
as Automotive Replacements and will 
be directed editorially to wholesalers 
and wholesale retailers of automotive 
replacements, parts, accessories and 
equipment. 

The page size will be enlarged from 
four by seven to seven by ten inches. 


a 


O remarked Ed Rutterer, pictured 

here in his retail store, commenting 
on the LOOSE WILES display banners, 
which are shown as he used them. 
store is considerably above 
the average in appearance and com- 
pleteness of stock, but he is typical of 
many thousands of dealers who 
appreciate — and use — display ma- 


Ed‘s 


The 


explains why 


terials that “get the dealer's slant.” 
“YS” 
with you and your advertising agency, 
knows how to get the sales slant in 
problems of packaging and display. 
Perhapg this — as well as skilled color- 
craft and reliability of performance — 


organization, working 


so much “SUNSHINE” 


material is produced by “U S’’. 


i 
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THE UNITED STATES PRINTING & LITHOGRAPH CO. 


CINCINNATI 
320 Beech St. 


NEW YORE 
52-V E. 19th St. 


CHICAGO 
205-V W. Wacker Dr. 


BALTIMORE 
420 Cross St. 
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NEW CONTAINER 


Sis Hs 


LEISY’S 


LEISY Z¥D¥ DEPOSIT NUISANCE 
WITH NEW ECONOMY BOTTLE 


LEISY’S SCHOONER ft 


Pes Te 


owe youu. 


[sat rot otabenent deat oc be enue snp. antnne SHADYAIDE tae | 


when 3,337,000 homebodies are thus 
happily engaged. 

Dishwashing, which can be _ post- 
poned somewhat until one is in a 
mood for it, reaches a lower peak 
with the figure of 2,618,000 at 8:30 to 
9 a. m. 


Best Calling Time 


The advertiser’s best chance to find 
the housewife busy at the washtub or 
the controls of the electric washer is 
from 9:30 to 10 a. m. 

Other peaks are reached at these 
times: ironing, 10 to 10:30 a. m.; in- 
fant care, 8:30 to 9 a. m.; the toilette, 
1 to 1:30 p. m.; housecleaning, 10 to 
10:30 a. m.; dining, 12 to 12:30 p. m. 

A breakdown of the complete study 
by markets will soon be available at 
NBC offices. 


$50,000,000 Is 
Spent on Radio 
In Seven Months 


Washington, D. C., Sept. 5.—A to- 
tal of $50,923,976 was spent for broad- 
cast advertising time during the first 
seven months of 1935, the National 
Association of Broadcasters  esti- 
mates. 

This total includes $29,295,452 for 
the national networks, $558,001 for 
regional networks, $9,888,118 for na- 
tional non-network or spot programs, 
and $11,182,405 for local programs. 

According to the N. A. B., national 
network advertising during July was 


27.2 per cent greater than in July, 
1934, and 88 per cent greater than in 
July, 1933. 

National non-network revenue in- 
creased 68.6 per cent during July, as 
compared with July, 1934, and 75.8 
per cent when compared with July, 
1933. 


C. C. Joys, Jr., Promoted 


Carl C. Joys, Jr., director of sales 
of the oil and gas products division 
of A. O. Smith Corporation, Milwau- 
kee, has been elected vice-president 
of the corporation. 


N. W. Ayer Appointed 


N. W. Ayer & Son, Inc., has been 
named advertising counsel for H. A. 
and E. Smith, Ltd., Hamilton, Ber- 
muda. 


Winston Moves 


Leonard F. Winston, radio counsel 
and program producer who resigned 
a year ago as sales promotion direc- 
tor of Acme Broadcast Productions 
to launch his own firm, has moved to 
new offices at 11 W. 42nd St. The 
telephone is now Pennsylvania 6-8933. 


H. G. Belcher Named 


Horace G. Belcher, Providence, R. 
I., advertising counsel, has been ap- 
pointed permanent secretary of the 
Rhode Island Tercentenary Commis- 
sion, with offices at the State House. 


Names Luckey Bowman 

W. & B. Charles Company has ap- 
pointed Luckey Bowman, Inc., to 
handle the advertising of VY-AC. 


Newspaper advertisement of 

Leisy's, Cleveland, featuring 

"Stubby," the new one-way beer 

bottle designed to meet the chal- 
lenge of tin cans. 


DAY ACTIVITIES 
OF HOUSEWIVES 
BARED BY PROBE 


New York, Sept. 5.—A survey made 
by Market Research Corporation of 
America for the National Broadcast- 
ing Company, soon to be released, in- 
cludes a thorough investigation into 
the daytime activities of housewives, 
in addition to facts covering the size 
of the potential daytime listening 
audience and other data. 

Through schedules kept for one 
week by several thousand house- 
wives, their activities, both passive 
and active, were recorded for every 
half hour from 8 a. m. to 5 p. m. The 
results were so voluminous that more 
than six months were required to 
tabulate the information. 

It was disclosed that on the aver- 
age weekday there are more than 
16,000,000 radio homes with occu- 
pants present and awake at 11 a. m. 
The total varies only _ slightly 
throughout the remainder of the day. 
The greatest dip occurs in the early 
afternoon, the total climbing from 
this point to a figure larger than that 
at 11 a. m. by 6 p. m. 

While the survey presents signifi- 
cant data for the advertiser who 
wishes to discuss his product at the 
time the homemaker is engaged in 
activities involving its use, the fact 
is revealed that there is enough dif- 
ference in household schedules to en- 
courage advertising for an hour or 
more solely because of pertinency. 


When It’s Done 


From 8 to 8:30 a. m., 3,715,000 
housewives in the eastern zone are 
tossing flapjacks or feeding the elec- 
tric toaster, depending upon the taste 
of the household’s lord and master. 
The next highest level of cooking ac- 
tivity occurs at 11:30 a. m, to noon, 


WHAT HELP DO 
YOU NEED? 


For facts, figures and market 

data about the 1% billion dol- 

lar baking industry, come to 

BAKERS’ HELPER, this in- 

dustry’s leader for almost a 

half century. 

Check the data you need below, tear out 
this advertisement, attach to your letter- 
head and mail to us. 

0 “Baking Industry Facts and 
Figures,” a market data 
folder. 

0 “Selling Leads,’ an every 
week service. 

(0 Sample pages from the “Bak- 
ing Industries Blue Book.” 

(0 Copies of BAKERS’ HELP- 
ER, issued fortnightly. 

OO Audit Bureau of Circula- 


tions statement. 
ELPER 


% MAGAZINE ¢ BAKERY PRACTICE #¢ MANAGEMENT 
HELPING BAKERS SINCE 1887 


830 South Wells Street, 
Chicago, Ill. 


— 


~_ 


nal every Sunday. 


complete list of the 206 
cities and towns in which 
more than 20% of the fam- 
ilies are covered 1s available 


on request, 


@/n Louisville, more than 
nine out of every ten fam- 
ilies read The Courter-J our- 


ee 


Whether you seek to reach the buyers in the pros- 
perous trading towns in the rich agricultural sections 
or those in the teeming industrial centers of the 
market it can be done effectively and at a single low 
cost by concentrating your message exclusively in a 
single medium . . . 
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REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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DEATH TAKES THE 
SPONSOR; CHEERS 
ARE UNCONFINED 


New Satire Gives Radio Men 
a Hearty Laugh 


New York, Sept. 5.—Beneath the 
ill-concealing guise of mystery fic- 
tion, a new book, “Death Catches Up 
with Mr. Kluck,” published by Dou- 
bleday, Doran & Co.’s Crime Club, has 
been serving advertising men, these 
past few days, as an unofficial Bae- 
decker of the mad 
antics of the 
broadcast studios. 

The author, 
fearing perhaps 
the awful ven- 
geance of the fret- 
ful networks, has 
preferred to cloak 
herself in the 
pseudonymous tag 
of Xantippe, the 
shrewish wife of | 
Socrates, but this 
seems to fool no- 
body. Everyone 
from agency receptionists to Broad- 
way columnists has whispered the 
name of rambunctious, versatile 
Edith Meiser as perpetrator of this 
slap-stick saga. 

The title character is Mr. Kluck, 
sponsor of Kluck’s Korjul Hour, and 
“owner and manager of Kluck’s Kor- 
jul, America’s favorite soft drink, 
sold at all grocery, department and 
drug stores, and also hot dog stands, 
railway stations and push carts, a pic- 
ture of the owner on every bottle.” 


Mr. Kluck Is Murdered 


Edith Meiser 


It is Mr. Kluck, as you may have 
guessed, who is murdered and the 
implication of this satire is that al- 
most everyone who ever had anything 
to do with a broadcast had ample 
reason for murdering the sponsor. 

Most of the action in this volume 
concerns itself wth the delightful lu- 
nacies of a three-partnered radio pro- 
duction firm, similar to that of Miss 
Meiser herself, and called McCorkle, 
McCorkle & Fish. 

Edith Meiser is the wife of Tom 
McKnight and vice-president of the 
radio production firm, McKnight & 
Jordan, Inc., which is producing such 
programs as the Ivory Tent Show 
and the Socony Vacuum Sketchbook. 
She wrote the continuity for the very 
successful Sherlock Holmes series 
sponsored by G. Washington Coffee 
Refining Company and is at present 
preparing material for a new dra- 
matic serial to be launched Oct. 1 by 
General Food’s Sanka Coffee. It will 
feature Helen Hayes. 


Dedicates to Father 


The dedication of the book reads, 
“To E. A. M., my original sponsor.” 
Miss Meiser’s father is E. A. Meiser, 
business executive of the Detroit Free 
Press. 

Her background bristles with a 
precocious flair for theatre. Fresh 
from Vassar she worked for the Thea- 
tre Guild until she had achieved the 
envied post of dramatic coach. She 
went into vaudeville. Twice she was 
leading lady of the Garrick Gaieties 
and three times she directed the pre- 
duction of that review. 


Plenty of Action 


Her book has many footnotes and 
several diagrams giving detailed ex- 
planation of the ceremony and im- 
pediment of radio. It is riddled 
with references to account executives, 
sound engineers and Crossley reports. 

The scene of action is a vast and 
complicated radio center housing the 
Consolidated Broadcasting Company 
and known as “Radio Forum.” It 
was not many years ago that the late 
Raymond Hood was suggesting that 
very name to the Rockefellers as the 
possible name for another radio 
center. 

Although only on sale a short time, 
the book has already past its publish- 
er’s guarantee and is a best-seller. 

~~ 


Daily May Get News 


From Transradio 

Plans are reported under way in 
New Orleans for the early establish- 
ment of a new evening tabloid, which 
will secure national and foreign news 
through Transradio Press Service. 
The paper will sell for one cent a 
copy. 

If plans are developed as contem- 
plated, the new paper will open a new 
field for Transradio, which was or 
ganized, and has heretofore devoted 
itself exclusively to servicing radio 
stations. 


Morris Davitt tor Tetlow 


Morris Davitt has been appointed 
sales and advertising manager of 
Tetlow Spark Plug Company, new 
manufacturing concern of Easthamp- 
ton, Mass. 


Agency Bureau 
Plan of N.A.B. 
Lacks Support 


Washington, D. C., Sept. 5.—Plans 
for an agency recognition bureau to 
be operated by the broadcasting in- 
dustry, adopted by the National As- 
sociation of Broadcasters at its an- 
nual convention in Colorado Springs 
last July, seemed doomed to failure 
this week as far less than the requi- 
site 120 stations affixed their signa- 
tures to the underwriting agreement. 

With only about 30 stations in the 
fold, and the deadline set for Oct. 1, 
it appears here that the project, en- 


thusiastically hailed at the conven- 
tion, will be allowed to go by the 
boards. 


N. A. B. Agreement 


Under the resolution adopted at 
the convention, the N.A.B. agreed to 
set up an agency recognition bureau 
provided that a minimum of 120 
member stations would agree to un- 
derwrite the cost of the first year’s 
operation, which was estimated at 
about $16,000. 

Neither of the networks has as yet 
signed the agreement for its owned 
and operated stations, although the 
N.A.B. hopes that such agreements 
will be forthcoming, and also that 
the requisite number of signers may 
be secured before the time limit set 
in the resolution. 


McMahon to “Druggist’”’ 


William G. McMahon, formerly 
with Seagram Distillers Corporation, 
Procter & Gamble Company and Gen- 
eral Seafood Corporation, has joined 
the advertising staff of American 
Druggist, covering New York ac- 
counts. 


To Do Pablicity 


Robert S. Taplinger, for seven 
years with Columbia Broadcasting 
System, has formed his own publicity 
and radio relations firm at 485 Madi- 
son Ave., New York. 


Cross Appoints 
Mark Cross Company, New York, 
has appointed the New York office of 
Fuller & Smith & Ross to direct its 
advertising. 


SAY, AL! WHICH 
SAN FRANCISCO DAILY 
NEWSPAPER DO YOu 
THINK HAS THE LOWEST 
MILLINE RATE ? 


SAN FRANCISCO BAY 


Al doesn't worry about San Francisco milline rates, but he's not going 
any place, anyhow. 


To those who WANT to go places in the San Francisco market, let it 
be known — the evening Call-Bulletin has the lowest daily General 


milline rate! 


Alcatraz was founded as an 
American fortress in 1857 The 
Bulletin was founded in, 1855; 
The Call in 1856. 


Represented Nationally by PAUL BLOCK & ASSOCIATES 


— THE CALL-BULLETIN—FIRST IN SAN FRANCISCO DAILY CIRCULATION ~ 
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New Programs 


Sept. 10 

Swift & Co. for meats. New. 
“The Swift Studio Party, with Sig- 
mund Romberg and Deems Taylor.” 
Tuesday, 10 to 10:30 p. m., New York 
time, over 40 stations of the NBC 
Red network. Originates at WEAF, 
New York. Agency, J. Walter 
Thompson Company, Chicago. 


vvy 
The Wheatena Corporation, for 
breakfast food. New. “Popeye, the 


’ 


Sailor.” Tuesday, Thursday and 
Saturday, 7:15 to 7:30 New York 
time, over the NBC Red network. 
Originates over WEAF, New York. 
Agency, McKee & Albright, Inc., 
Philadelphia. 


Sept. 12 

Consolidated Cigar Corporation, for 
Harvester cigars. New. Musical 
program. Thursday, 8 to 8:30 EDST, 
over 26 stations of the CBS network. 
Originates at WABC, New York. 
Agency, Aitkin-Kynett Company, 
Philadelphia. 


Sept. 15 
The Malted Cereals Company, for 
Maltex. New. Sunday, 10:35 to 11 
a. m., EDST, over 24 stations of the 
CBS network. Originates at WABC, 


New York. Agency, Samuel C, Croot 
Company, New York. 


_ my | 
Charis Corporation, for Charis 
foundation garments. New. “Sisters 


of the.Skillet,” with East and Dumke. 
Sunday, 1:45 to 2 p. m., EDST, over 
53 stations of the CBS network. Orig- 
inates at WABC, New York. Agency, 
John L. Butler Company, Philadel- 
phia. 

oe 


American Radiator Company, for 
radiators and heating equipment. 
Renewal. “Fireside Recitals.” Sun- 
day, 7:30 to 7:45 p. m., New York 
Time, over 20 stations of the NBC 
Red network. Originates at WEAF, 
New York. Agency, Blaker Adver- 
tising Agency, New York. 


Sept. 16 

Vick Chemical Company, for Va- 
porub and Vatronol. New. “Grace 
Moore.” Monday, 9:30 to 10 p. m., 
New York time, over 62 stations of 
NBC Red network. Originates at 
RKO Hollywood studios. Agency, 
Cecil, Warwick & Cecil, New York. 


a. . 


The Wheatena Corporation, for 
breakfast food. New. “Popeye the 
Sailor.” Monday, Tuesday and 
Wednesday, 4:45 to 5 p. m., PST, 
over seven stations of the NBC Pa- 
cific network. Beginning Sept. 25, 
the program will be heard at 5:45 to 
6. p. m., PST, instead of at the ear- 
lier hour. Agency, McKee & AIl- 
bright, Inc., Philadelphia. 


LOS ANGELES EVENING 


HERALD-~-£xpress 


Has a Larger circulation than any other Daily Newspaper (Evening or 
Morning) , on the Pacific Coast— 


“The Leading Daily 
Newspaper on the 
Pacific Coast” 


That’s Just What We Mean! 


Carries More Local Display Advertising than any other Daily Newspaper 


on the Pacifi 


c Coast— 


Carries More General Display Advertising than any other Daily Newspaper 
on the Pacific Coast— 


Carries More Automotive Advertising than any other Metropolitan Daily 
Newspaper on the Pacific Coast— 


Carries More Department Store Advertising than any other Metropolitan 
Daily Newspaper on the Pacific Coast— 


Reaches SIX OUT OF EVERY TEN English -Newspaper- Reading Families 


in the Los Angeles City area— 


—and in almost every important classification of Retail Advertising THE 
EVENING HERALD AND EXPRESS made a GREATER GAIN so far this 
year (compared with last year) than any other Los Angeles Newspaper, 


morning or evening, Daily or Sunday. 


Average Daily Circulation—for year ending March 31, 1935— 


NEW YORK CHICAGO 


269,810 


REPRESENTED NATIONALLY BY 


PAUL BLOCK AND ASSOCIATES 


DETROIT LOS ANGELES 


SAN FRANCISCO BOSTON 


CINCINNATI 


PHILADELPHIA 


GAS SUBSTITUTE 
BRINGS FINE 10 
SOCONY DEALER 


Boston, Mass., Sept. 5.—Found 
guilty of substituting some other 
brand of gasoline for the one marked 
on the pump, Henry Bouchard of 
Danvers, Mass., proprietor of a filling 
station, has been given the maximum 
fine of $200 on the two counts of 
substitution and offering for sale an- 
other product than that supplied by 
the Socony-Vacuum Company, whose 
advertising appeared on the pumps. 

Prosecution of Bouchard, his driv- 
er, Edward Doucette, and the Cross- 
roads Filling Station, Inc., controlled 
by Bouchard, was the first to come 
under a 1933 Massachusetts statute 
making it a crime to sell or offer to 
sell any gasoline, lubricating oil or 
other motor fuel other than the prod- 
uct indicated by the name, trade 
name, trade mark, symbol, sign or 
other distinguishing mark of the 
manufacturer or distributor of this 
product, or to adulterate any such 
products. Violators are subject to a 
fine of not more than $200 or by im- 
prisonment for not more than one 
year. 

Attorneys for Socony-Vacuum Com- 
pany introduced some 200 photo- 
graphs and gas specimens in evi- 
dence. An agent of this company 
testified to observing Doucette drive 
up to a railroad tank car and secure 
from it a cargo of gasoline, other 
than Socony, which was finally put 
into the Socony pumps at the filling 
station. 


Claim No Substitution 


The defense was based on the con- 
tention that the substitution did not 
take place on the day named because 
the Socony-Vacuum agent remon- 
strated with the truck driver, who 
therefore did not fill the Socony tank 
with the substitute gasoline as 
claimed. In refutation of this state- 
ment, evidence was shown of a num- 
ber of other occasions when the tank 
was filled with other gasoline. An- 
other contention of the defense was 
that since it had sold other gasoline 
than Socony for several weeks, it did 
not constitute any substitution, inas- 
much as Socony was not being sup- 
plied at all. 

Counsel for the defense also argued 
that the prosecution’s case fell down 
because it had failed to prove a sale 
of the gasoline which was claimed 
to have been improperly inserted 
into the Socony pump tanks. The 
court held that the latitude of the 
1933 statute made this an offer for 
sale, or attempting to offer for sale 
of this substituted gasoline. 

The defendants appealed, and the 
cases were put over to the September 
session of the Superior Court for re- 
trial. 

In hailing the conviction as a 
signal victory for advertised brands 
of gasoline and oil companies, attor- 
neys for the Socony-Vacuum Oil 
Company stated their belief that 
others would be deterred from sub- 
stituting or adulterating advertised 
brands. Previous to the passage of 
this legislation in Massachusetts, no 
recourse could have been had to the 
criminal courts for protection. The 
only action possible was in civil 
courts, under fair practice acts of the 
Federal Trade Commission. 


Plan Children’s Series 


WFIL, Philadelphia, is answering 
the recent offensive against com- 
mercial thrillers for children with 
the preparation of a series of adven- 
ture stories by Mrs. N, Myers Fitler, 
society matron and explorer. The 
dramatizations, now in _ rehearsal, 
will go on the air within a month 
under a commercial sponsorship, it 
is reported. 


Brewers Accept Bill 


Although its members are exempt 
under the provisions of the new fed- 
eral alcohol control bill, Massachu- 
setts Brewers’ Association plans to 
follow regulations affecting labeling 
and advertising, as well as the labor 
provisions of the old code, George K. 
Black, president, has announced. 
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Cellophane Adds Color in 


Shelton Looms Brochure 


Shelton Looms, owned and oper- 
ated by Sidney Blumenthal & Co., 
Inc., New York, have accomplished 
an unusual effect by the use of Cello- 
phane inter-leafing in a new brochure 
illustrating their fabric, Crystelle. 

The Cellophane, in pages of yel- 
low, green, blue and violet over black 
and white halftone fashion illustra- 
tions, produces a third dimensional 
effect, as well as one of added color. 


Joins C. 1. Hovey 


Ruth E. Sisson has resigned as ad- 
vertising manager of Meekins, Pack- 
ard & Wheat, Inc., Springfield, Mass., 
to become advertising manager of the 
C. I. Hovey Department Store, Bos- 
ton. 


Farm Field Is 
Back on Feet, 
Pitkin Asserts 


Chicago, Sept. 4.—Walter B. Pitkin, 
new editorial director of The Farm 
Journal, Philadelphia, told a group 
of advertising executives at the Uni- 
versity Club today that the farm field 
as a whole has already recovered, 
and added that competent farmers 
are not in need of government sub- 
sidies. 

“With the exception of the western 
half of the great plains, the cotton 
section of Texas and the potato grow- 
ing regions of the Northeast,” said 


the author of “Life Begins at Forty,” 
“farmers are not merely on the way 
to recovery; they have recovered. 
Crops are anywhere from fair plus 
to excellent, and prices are the same. 

“Demand from Denmark for soy 
beans and from European: linen 
manufacturers for flax are indicators 
of developing foreign markets for 
farm products which may take the 
place of those lost through bungling 
political methods. 

“The principal buying in the farm 
field will be done in the future as 
in the past by the able, competent 
farmers who know how to produce 
and how to take care of themselves. 
They are prosperous now, and would 
prefer to operate without bounties 
from Uncle Sam.” 

Mr. Pitkin said that the great 


® Housekeeping is Chica- 
go’s biggest business. And 
Mary Morton is its biggest 
executive. This young, 
alert woman is typical of 
the hundreds of thousands 
of housewives who read 
the Chicago American 
every night. And these 
women buy at least half 
of everything sold in Chi- 
cago. Without their sup- 
port no business can thrive. 
For as these women go, so 
goes Chicago. 

,; The market served by the 

| Chicago American has 
everything that means busi- 
ness today. The American 
gives you a tonnage 


market — over 1,500,000 
people are influenced by 
its advertising. The Amer- 
ican gives you a quality 
market —a younger audi- 
ence on an average than 
any other Chicago news- 
paper, which means more 
action per advertising dol- 
lar. The American delivers 
your advertising message to 
the home, at night, when 
sales contacts are most eas- 
ily made. 

Whatever you sell, the 
Chicago American offers 
you a responsive market. 
Advertise to the Mary 
Mortons. They are ready 
to buy, and they mean 
business—Big Business! 


CHICAGO 
AMERICAN 


menace to the future of the country 
is the growing number of those who 
have adopted the subsistence philoso- 
phy of living, together with the social 
worker point of view of the national 
administration. 

The Chicago luncheon today was 
the first of a series at which Mr. Pit- 
kin will be introduced to advertisers 
by Graham Patterson, publisher of 
The Farm Journal. Other meetings 
will be held in Detroit and New 
York. 


Brisacher Incorporates 


The Los Angeles office of Emil 
Brisacher and Staff has been incorpo- 
rated, with Robert J. Davis, for nine 
years resident manager at Los An- 
geles, as executive vice-president in 
charge. 


22-4 good newspaper 


NATIONAL REPRESENTATIVES: HEARST INTERNATIONAL ADVERTISING SERVICE 
Rodney E. Boone, General Manager 


OMAHA GROUP IN 
EFFORT TO STOP 
LABOR TROUBLES 


Business Men Take Case to 
Public Through Ads 


Omaha, Neb., Sept. 5.—Warning 
the people of Omaha that strikes 
and labor troubles can benefit no one 
but threaten to seriously retard the 
renewed activity of local business 
and industry, the Business Men’s 
Association of Omaha last Friday 
released the first of a series of 1,300- 
line advertisements in the Omaha 
World-Herald and Bee-News under 
the heading, “You Want Better Times 
for Omaha, Don’t You?” 

The copy asserts that better times 
are “knocking at the door,” but la- 
bor troubles, strikes and violence are 
a serious deterrent to the opening of 
the door by business and industry. 

“For the past several years,” the 
copy says, “industries have paid out 


You Want Better Times 
For Omaha, Don't You? 


“ee ee 


Tews 


ee ee 


= yew cty De you want outsiders and radicals to re 
(& recovery? 


all that was taken in—and more. If 
the financial burdens of labor trou- 
bles are heaped upon them now, 
they cannot expand or increase pay.” 

No fair-minded person can question 
the right to strike, but strikes at the 
present time can benefit no one, the 
advertisement continues, adding that 
“most of Omaha’s working men do 
not want to strike,” and that local 
labor trouble has been instigated by 
“outsiders and radicals.” 


Preventive Medicine 


The need for the campaign is a 
hangover from recent labor troubles 
involving the Omaha and Council 
Bluffs Street Railway Company, set- 
tlement of which was accomplished 
only by the intervention of Governor 
Roy Cochran and the national guard, 
after weeks of striking which in- 
cluded much violence. 

Arbitration was accepted grudg- 
ingly by both sides, and upon one 
point at least, the matter of seniority 
rights of striking union members, 
settlement was unsatisfactory to the 
workers. 

The new campaign has been un- 
dertaken by the Business Men’s As- 
sociation, which represents virtually 
all major employers of labor in the 
area, in an effort to prevent the 
spread of dissatisfaction to other 
businesses and industries. 


Col. De Heus Joins 
Gridley Dairy Company 

Col. Garrit C. DeHeus, vice-presi- 
dent and account executive of Klau- 
Van Pietersom-Dunlap Associates, 
Inc., Milwaukee, has been appointed 
assistant to the president of Gridley 
Dairy Company, Milwaukee. 

Martin Van Antwerpen, executive 
vice-president, becomes general man- 
ager in charge of dairy and ice cream 
operations for Gridley. 


Joins Whiting & Davis 

Bissell Brooke has been appointed 
publicity director of Whiting & Davis 
Company, Plainville, Mass., manufac- 
turer of mesh bags and jewelry. 
Miss Brooke has established offices 
in New York, from where she will 
conduct a national campaign on 
mesh merchandise. 
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Information 


forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 804. Midwest Farm Papers Mar- 
ket Data. 


The 21,594,712 people living in the 
midwest states are neatly pigeon- 
holed in this data compiled by the 
research department of Midwest 
Farm Paper Unit, Inc. Population 
distribution is given in racial and 
national groups, and numbers, as 
well as percentages, of population 
are shown for farms, villages, towns 
and cities. 


No. 805. Second Annual Fall Minne- 
sota Business Map. 


Because Minmesota’s most impor- 
tant source of income is agriculture, 
the condition of its agricultural pro-- 
duction forms a sound basis for 
determining business possibilities 
throughout the state. This map, con- 
taining comparative figures and de- 
tailed information on the crop and 
livestock situation, is distributed by 
the business departments of Minne- 
apolis Tribune, Minneapolis Journal, 
St. Paul Dispatch-Pioneer Press, St. 
Paul Daily News and The Farmer, 
St. Paul. 


No. 777. The Rich County Food Mar- 
ket. 


Farm families are 20 per cent 
larger than those living in cities or 
small towns and they cannot repair 
to the restaurant for their meals. 
Working from this premise, The 
Farmer’s Wife, St. Paul, has an- 
alyzed the food market on the farm 
in a new booklet, “The Rich County 
Food Market.” Brand preferences 
for many lines are indicated as one 
interesting feature of the survey. 


No. 783. “What Does Jake Think?” 


Jake, a former farmhand, me- 
chanic and taxi-driver, whose hunches 
on radio proved valuable to a tire 
company, explained to a CBS man 
why radio advertising builds good 
will, how radio entertainers become 
friends, whose advice consumers fol- 
low. This book relates Jake’s opin- 
ions. The book contains nary a 
statistic. Veering still further from 
precedent, it is printed on wrapping 
paper and bound in burlap. 


No. 770. 
Sell. 


Electric range manufacturers, in 
a concentrated sales drive, selected 
the July issue of McCall’s Magazine, 
exclusively, to carry five pages of 
electric range advertising, the larg- 
est amount of advertising on these 
products ever to appear in a single 
issue of any national magazine. This 
folder reproduces the copy, and de- 
scribes the magazine’s helpfulness to 
readers and advertisers. 


A Campaign Designed to 


A PROSPEROUS 
NESS ATTRACTS 


+d Due to the present activity and the bright 
uture outlook for the automatic heat and 
air conditioning industry aggressive mer- 
chants in other lines are constantly taking 
on the sale of this uipment. These men 
are brought technical and ierchandisin 
information and news to the industry eac 
month aa AUTOMATIC HEAT and AIR CON- 
DITIONING. Through this publication alone 
can you get your sales story before the 
entire group. A presentation, ‘‘The Auto- 
matic Heat and Air Conditioning Market,”’ 
has recently been completed. It gives data 
on the present and future market and meth- 
ods of selling this market. Write for your 
copy today—no obligation. 


Automatic Heat 


Air Conditionin 
1900 PRAIRIE AVE. CHICA 
MRR REN ee eR EL SOREN 


Leave Graton & Knight 


Samuel Z. Cramer, sales research 
manager of Graton & Knight Com- 
pany, Worcester, Mass., has resigned 
to join Buxton Keytainer Company, 
Springfield. H. Wellman Tuxbury, 
sales manager of the Graton & 
Knight specialty division, has _ re- 
signed to become associated with 
American Laced Leather Company, 
Richmond, Va. 


Add Tredwell and Fick 


R. N. Tredwell, formerly with 
Sears, Roebuck & Co. and Butler 
Brothers, Chicago, has joined the 
staff of Ford, Browne and Mathews, 
Chicago, as account representative. 
Ray Fick, formerly with McGraw- 
Hill Publishing Company, has become 
head of the agency’s industrial de- 
partment. 


R.I. Oyster Men 
Seek Sales in 
Western States 


Providence, R. I., Sept. 5.—To re- 
capture the western oyster market 
and to ship oysters to England, 11 
of Rhode Island’s largest oyster 
growers have formed the Rhode Is- 
land Oyster Growers’ Exchange with 
Franklin L. Holman, American Oy- 
ster Co., as president. 

The Exchange will soon appoint 
sales representatives in Midwest and 
Western cities to push the sale of its 
products. The organization plans to 
harvest a million gallons of open 


| oysters and 100,000 barrels of shell 


oysters. The opened oysters will be 
packed in ice and shipped by refrig- 
erator cars. 

The purpose of the new organiza- 
tion, it is said, is to re-capture the 
business that once belonged in this 
state, but has since gone almost ex- 
clusively to the Chesapeake Bay 
dealers. 


Phillips Heads E. A. A. 


Stuart G. Phillips, advertising 
manager, Dole Valve Company, Chi- 
cago, has been elected president of 
the Engineering Advertisers Associa- 
tion. He succeeds W. T. Watt, whose 
resignation as advertising manager 
of Fairbanks, Morse & Co., to enter 
the publishing field, made him in- 
eligible. 


Tell Cellophane Story 


The Cellophane division, Canadian 
Industries, Ltd., Canadian affiliate of 
Du Pont Cellophane Company, Inc., 
has issued ‘an elaborate portfolio 
telling the story of the campaign 
used to promote the acceptance of 
Cellophane in Canada. Designed for 
distribution exclusively to agency 
account executives, the portfolio was 
produced under the direction of 
Spalding Black, advertising manager 
of C. I. L.’s Cellophane division. 


Fights Infringement 

Commercial Brewing Company, 
Boston, maker of Old India Pale ale, 
has brought a bill in equity in su- 
perior court against Atlantic Beer & 
Wine Company, Boston, importer, to 
enjoin it from selling ale under the 
India Pale name. 


answer to the question, “Why do advertisers make money 
because Redbook adds a book-length novel to each issue?” 
Taking up the three-way answer one piece at a time — Be- 
cause Redbook has more to read, it lasts longer on living 
room tables. Your advertisement gets visited and revisited. 
Because the feverish interest in Redbook’s contents builds 
circulation. (Redbook tops the field with 34.5% of its sales 
at newsstands.) The advertiser gets bonus circulation, lower 
cost per 1,000 readers. Because the quality of Redbook’s 


Sti a book-lenglh nouel by Sen DBhilife Gibby” 


For the benefit of those who came in late, we repeat the 


contents (Hugh Walpole, Sir Philip Gibbs, Gladys Hasty 
Carroll, Cornelius Vanderbilt, Jr., and such authors) gives 
advertisers a better class of readers. Tip for advertisers: 
Circulation estimates for October, November, December, 
January, February generously exceed 800,000 copies net 
paid. New black and white rates are effective next March. 
The coming five or six issues at the old rates are uncom- 
monly attractive; in fact, lowest in Redbook’s field. 


REDBOOK—the magazine plus a book-length novel 
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DISTILLER PUTS 
OWN NIGHT CLUB 
REVUE ON TOUR 


Green River Branches Off in 
New Direction 


(Picture on Page 27) 

New York, Sept. 5.—The artists of 
the stage colonized in Broadway's 
side streets for long periods between 
engagements are pleasantly stirred 
over reports of the success of the 
revue, “Green River Girls,” spon- 
sored for advertising purposes by 
Oldtyme Distillers, Inc., producers of 
Green River whisky. The show is en- 
tirely free to desirable night clubs, 
hotels and other public places where 
the populace gathers for an evening 
of innocent fun and alcoholic refresh- 
ment. 

While the spectacle of an adver- 
tiser wooing the stage in the hope of 
securing a plug for his product, or 
the use of it as a prop, is quite com- 
mon, instances of legit under adver-' 


tising sponsorship have been so rare 
as to escape the attention of stage 
historians. If this type of promo- 
tional activity becomes popular, say 
the entertainers, much of the unem- 
ployment in the profession can be 
taken up. 

The advertiser believes the favor- 
able reception of the trail-blazing act 
is due to its excellence and the 
tasteful handling of promotional ob- 
jectives. 


Uses Seven Chorines 


The personnel comprises seven 
showgirls, “every one having at least 
one specialty.” All dance and sing 
choruses. Three of them, the spon- 
sors say, can really sing. All charm 
the eye. 

The routine, of conventional char- 
acter, fills a half hour, opening with 
the simple statement that the “spir- 
ited” revue is presented through the 
courtesy of the distillers of Green 
River whisky. Costuming is nautical, 
with “Green River” emblazoned on 
hat bands and sleeve insignia. 

There are no selling arguments and 
the few references to the product are 
humorous and apropos. The height 
of the commercial endeavor comes 
with a bit of pantomine, when the 
girls take a shot of Green River, 
smacking their lips and rubbing their 
tummies appreciatively. 

To the amazement of everyone, 


the famous “Green River” song has 
not been used so far. Despite its 
never-ending popularity, the sponsors 
feel just now that its inclusion would 
overload the commercial. It will be 
introduced later in a modernized ver- 
sion when the act has more fame to 
trade upon. 

“The Green River Girls” were put 
through a difficult try-out for several 
weeks at some of New York's better 
spots, such as the Park Central, 
Ubangi Club, Cocoanut Grove and 
Leon and Eddie’s. The reception ac- 
corded them by crowds demanding 
high standards in entertainment was 
so good that the advertiser felt justi- 
fied in making a long contract. 


Flies to Cleveland 


The regular engagement opened 
the first of last week when the 
troupe flew to Cleveland in a char- 
tered plane to add to the festivities 
of Air Race Week. They are cur- 
rently booked at four of the city’s 
favorite spots, including the Hol- 
lander and the Torch Club. They 
are engaged for 26 weeks ahead, 
playing from three to five places at 
a time in middle-western cities. 

It was said at the offices of the 
company that the activity is still in 
the development stage. It is likely 
that as many as seven acts will be 
made up to operate in as many sec- 
tions of the country. It is probable, 


also, that special newspaper advertis- 
ing will be used where the act is 
playing to direct consumers to the 
places it may be seen. 

A forerunner of the Green River 
experiment has been the road units 
made up of amateurs winning radio 
broadcasting contests, a number of 
which have been sent throughout the 
country during the spring and sum- 
mer. While the sponsors of the ra- 
dio show receive mention, the per- 
formance is strictly conventional and 
the units are paid like regular per- 
formers. 

The rumor in theatrical circles that 
more sponsored acts are contemplat- 
ed was coupled this week to the fact 
that a national chain of movie the- 
aters suddenly dropped the vaude- 
ville acts which have been a regular 
feature of its operation. However, 
no confirmation of the rumor that 
this chain would later substitute 
sponsored acts could be had. 


Place Ink Advertising 


Garvey Ink Company, St. Louis, 
manufacturer of Garvey fountain pen 
ink, will do its first national adver- 
tising this fall through The Ridgway 
Company, St. Louis. Small adver- 
tisements will be used in a national 
weekly, and larger space, featuring 
a limerick contest, will appear in 
metropolitan newspapers throughout 
the country. 


th 


vo 
2 Minutes 


WHAT REALLY MAKES SALES GO UP? 


As we hear of each sales success when 
packages are revamped with Riegel Papers, 
there is an urge to run smashing ads claiming 
credit. Then more seasoned judgment plays 
a hand, and on close investigation we always 
find many other factors behind increased 
sales —a special advertising drive, sudden 
promotion of an obscure brand, a price in- 


centive, an improved product, an aggressive 


sales campaign—with our paper a contribut- 
ing factor, of course. 


RIEGEL PAPER CORD. 


342 MADISON AVE. 


NEW YORK, N. Y. 


A special 


kind of paper won’t produce a 


selling miracle, no paper can, but among our, 
130 Packaging Papers, you are sure to find at 
least one that will help to promote your sales 


or give you the necessary protective qualities 


at moderate cost. 


Write for our portfolio, 
“Case Histories of Packaging”. 


It tells the 


inside story of the packaging of many 


national products. 


Keebaugh Starts 
Promotion Firm 


Chicago, Sept. 5.—Chas. F. Kee- 
baugh, until recently vice-president 
of Hart Vance Company, Chieago and 
St. Louis sales 
promotion organi- 
zation, has organ- 
ized the Chas. F. 
Keebaugh C o m- 
pany, with offices 
at 612 N. Michi- 
gan Ave. here. 

Associated in 
the new enter- 
prise as produc- 
tion manager is 
George F. Meyers, 
who has served in 
sales and adver- 
tising capacities 
with the Burlington Railroad, 
Reincke-Ellis Company, Magill-Weins- 
heimer Company, and Mission Dry 
Corporation. : 

The new organization will offer a 
complete sales promotional service, 


including sales plans and contests, 
direct mail, etc. 


Industrial Marketers 
Elect C. M. Reesey 


Charles M. Reesey, advertising 
manager of Cincinnati Milling Ma- 
chine Company, was elected presi- 
dent of the Cincinnati Association of 
Industrial Marketers at a meeting of 
the association held Sept. 3. He suc- 
ceeds Alexander Thomson, Jr., who 
resigned because of his promotion to 
the Cleveland office of Champion Pa- 
per & Fibre Company. 

W. D. Shannon of Allis-Chalmers 
Company was elected a director, and 
John Krings of Modern Machine 
Shop an associate director, both fill- 
ing vacancies on the board of the 
association. Allan E. Beach con- 
tinues as vice-president, and Marion 
Curley as secretary-treasurer of the 
organization. 


World Goes to 
Old NBC Building 


Moving closer to New York’s radio 
and advertising center, the World 
Broadcasting Company will soon be 
located at 711 Fifth Ave., at 55th 
St., the building in which National 
Broadcasting company was formerly 
situated. 

The removal includes the World 
Broadcasting Company and its re- 
cording subsidiary, Sound Studios of 
New York, Inc., together with a re- 
cording unit of Electrical Research 
Products, Inc. The new quarters, all 
of the 13th, 14th and 15th floors, will 
give added office, studio and mechan- 
ical facilities. The present address 
is 50 W. 57th St. 


Chas. F. Keebaugh 


Horseshoes Regain Market 


After an absence of three years 
from the field, Giant Grip Mfg. Com- 
pany, Oshkosh, Wis., horseshoe manu- 
facturer, is considering an advertis- 
ing schedule for agricultural papers. 
The tremendous increase in use of 
horseshoes on the farm is responsible 
for the move. The account is han- 
dled by Advertisers Service, Inc., 
Milwaukee. 


Who Said There 
Was nothing 


N E WwW 
Advertising? 
SEE 


for 

Yourself! 

Write for 

a copy of 
MODERN AGRICULTURE 

Waterloo, la. 

Over 500,000 circulation in Towa, Ill, Wis. and 
Minn. PROOF;—Mount Morris, Ill. Postmaster, 


mailing receipts. 


Proof of Results to advertisers. 
‘Results very good from last issue, reserve space 
or card and page in DAIRY SHOW ISSUE, copy 
follows.’* 

“Modern Agriculture sold building material for us 
for Lng total cost. When does the next issue go 
to press?’’ 
“Modern Agriculture has quadrupled our business in 
the four states you cover. Inquiries came in at the 
rate of 500 per day for first ten days and still 
pulling.’”’ Original copies on file at our office. 
Chicago Office, jolph §=68884 
New York Office, Vanderbilt 4661 — 
Wire or write for full details of this new 
MODERN method of advertising that leads 


MODERN AGRICULTURE 


Waterloo, lowa. 
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GOURMETS, BON 
VIVANTS HALL 
NEW “CHASERS” 


Traveling Bar Introduces 
New Product 


(Picture on Page 27) 

New York, Sept. 6.—Whether to 
help the wayward husband slip into 
bed without detection and its conse- 
quences, or to help make garlic lov- 
ers more lovable, tests of Chasers, a 
new breath control born of repeal, 
have speeded nation-wide efforts to 
obtain distribution. 

The tablets, five for five cents, are 
being advertised here, in Providence, 
Syracuse and Albany where 150-line 
newspaper insertions tell the sales 
story largely by cartoons and catch- 
lines. Merchandising has started to 
function with the use of a traveling 
bar mounted on a specially built Ford 
chassis. 

Manpower heading up the Chasers, 
Inc., organization embraces some of 
the executives who figured in the 
success of Life Savers. J. Roy Allen, 
one of the founders of Life Savers 
and former vice-president of that 
organization, is president of Chasers, 
Inc. Victor J. Thill, former Life 
Savers’ sales executive, is vice-presi- 
dent. 

James R. Davis, field sales man- 
ager with Chicago headquarters, was 
formerly managing director for Life 
Savers, Ltd., England. Victor C. 
Emden, formerly general sales man- 
ager of Life Savers and in charge of 
Pacific Coast business, is directing 


Chasers’ Far Western campaign. 
Howard Fay, former New York State 
division sales manager for Life 


Savers, is in charge of Chaser sales 
for the same territory. 


Leaves No Odor 

The product is described as one 
made on a scientific formula the 
purpose of which is to take alcohol 
off the breath lastingly and leave no 
odor of its own. Breath tainted by 
liquor, or even garlic, onions and 
other vociferous delicacies is neu- 
tralized by a chemical action rather 
than by heavy perfuming. 

The principal line in all the test 
advertisements is “Chasers kill alco- 
holic breath,” which is followed by 
the statement that they “leave no 
odor of their own.” Various situa- 
tions precede these statements in 
the various pieces of copy. 

A typical case is the moonlight 
scene wherein the stout wife is seen 
in the lighted window wielding the 
traditional weapon while the weary 
mate timidly peers round the corner. 
The Chaser counsel, differing slightly 
in each piece of copy, in this case 
is that an ounce of prevention is 
worth a pound of rolling pin, the 
moral being “after a bracer, eat a 
chaser.” 

The traveling bar first appeared in 


SUMMER 
RATES 


IN WASHINGTON 


at the famous 


WILLARD HOTEL 


14th AND PENNSYLVANIA] AVENUE 


Probably no other place has the attrac- 

. tion our great Capital offers the vaca- 

tionist. Probably no other hotel isso 

glamorously associated with famous 

uests. The Willard is centrally located 
or sight-seeing. 


SUMMER RATES 
Single $3 up — Double $4 up 


Air-Conditioned Dining Room 
and Coffee Shop Write for folder. 


H. P. Somerville, Managing Director 


upstate New York cities and later in 
New York City where it claimed 
widespread attention. A second car 
is ready to start from Detroit. The 
oak bar on the car, complete with 
bartender shaking a cocktail, rail and 
cuspidor, has storage space for sam- 
pling or delivery. So far, sampling 
has proved one of the best methods 
of Chaser promotion and the early 
tests showed that the tablet will be 
a large seller from the novelty angle 
alone. 

Cartoon illustrated book matches 
support the newspaper advertising 
and sampling. A number of metro- 
politan bars and cafes have bought 
them to give to patrons free. Ken- 
yon & Eckhardt, Inc., is the Chaser 
agency. 


Opens Boston Office 


John E. Alcott, former design and 
marketing director of John Donnelly 
& Sons, Boston, has opened an office 
at Associated Industries of Massa- 
chusetts headquarters, Park Square 
Building, in line with his plans to 
specialize on package and product 
development. His _ studio-workshop 
will remain at Islington, Mass., and 
he will continue as Art-in-Industry 
advisor to the Associated Industries, 
an appointment held for seven years. 


To “Current History” 

Lucy Goldthwaite, formerly with 
the New York Post and for seven 
years assistant director of publicity 
for Doubleday Doran, has joined the 
advertising sales staff of Current 
History to cover publishing and edu- 


Big Drive for 
Heinz Pickles 


Pittsburgh, Pa., Sept. 4——What is 
believed to be the largest single pro- 
motion ever put behind pickles has 
just been launched by H. J. Heinz 
Company on Heinz Fresh Cucumber 
Pickle. 

The campaign, which has no con- 
nection with regular Heinz advertis- 
ing of its numerous other products, 
will run weekly in black and white 
in 68 newspapers. Four-color pages 
in The American Weekly and This 
Week will also be used. The “old- 
fashioned” flavor of the pickles is 


cational fields. 


stressed in the copy, which is sprin- 


kled with numerous references to 
these delicacies as they were turned 
out by grandma back on the farm. 

Maxon, Inc., Detroit, handles Heinz 
advertising. 


Flako Makes Cuplets 


Flako Products Corporation, maker 
of Flako prepared pie crust and Quiko 
for biscuits, has launched a new 
product, Cuplets, a cup cake mix- 
ture. Cuplets is packed in an un- 
usual carton which also contains 12 
paper cups for the housewife’s con- 
venience in baking the mixture. 


To Huber & Creeden 


Estabrook & Eaton, Boston cigar 
manufacturers, have appointed Huber 
& Creeden, Boston, to handle their 
advertising. 


CALIFORNIA 
SAN FRANCISCO 
Metcalf Little, Inc. 


COLORADO 
DENVER 
The A. B. Hirschfeld Press 


ILLINOIS 
CuIcaco 
Harry Baird Corporation 
Bertsch & Cooper 
J M_ Bundscho, Inc. 
Faithorn Corporation ° 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 


INDIANA 
INDIANAPOLIS 
Typographic Service Company 


MASSACHUSETTS 
Boston 
The Berkeley Press 
The Wood Clarke Press 


MISSOURI 
Sr. Louts 
Brendel Typographic Service 
Warwick Typographers 


Typography That 


Sets Up An Ideal 


| 
a Your C snatdauliaa 


The reading, seeing and believing in an advertisement can be hindered or 
helped by its typographical presentation. Each sales message deserves the 
careful, thoughtful judgment of an experienced Advertising Typographer 
before it is put into execution. Give this suggestion your careful consideration. 
You'll be more than repaid with the helpful guidance and counsel that 
you can obtain by discussing your typographical problems with any of 
the Advertising Typographers listed below. Or address.the Executive 
Secretary, 461 Eighth Avenue, New York City, for further information. 


MEMBERS OF 


The Advertising Typographers 


OF AMERICA 


MICHIGAN 
DETROIT 
Fred Morneau 
George Willens & Company 


— th ora saiaiiteaid Tri-Arts Press, Inc. 
uFFALO— Axel Edward Sahlin i 
Pyaasaphie Cordes Typographic Craftsmen, Inc. 


New York City 

Ad Service Company 
Advertising Agencies’ Service 
Co., Inc. 

Advertising Composition, Inc. 
Artintype, Inc 

Atlas Typographic Service, 
Inc. 


OHIO 
AKRON—The 


CLEVELAND 


Central Zone Press, Inc. 

Frost Brothers 

David Gildea & Co., Inc. 
Heller & Edwards Typography, 
Inc. 

Huxley House 

Independent Typesetting Co., 


Inc. 


Inc. 
< : . Inc. 
ioe — Kurt H. Volk, Inc 


Morrell & McDermott, Inc. 
National Typographers, Inc. 


CANADA 


New York City—Continued 
Chris F. Olsen, Inc. 
Frederick W. Schmidt, Inc. 
Superior Typography, Inc. 
Supreme Ad Service, Inc. 


Typographic Service Company 
Kurt H. Volk, Inc. 
Weltz Ad Service 


ting Company 


Bohme & Blinkmann, Inc 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Company, 
Inc. 


PENNSYLVANIA 
PitTtsBuRGH— Edwin H Stuart, 


PHILADELPHIA 
Progressive Composition Co., 


Toronto—Swan Service 


Akron Typeset- 


TYPE DESIGNERS 


The competition for American Type Designs conducted by the National Board of Printing 
Types closes October 1, 1935. Send in your design at once if you have notalready done so. 
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ARMAND TELLS 
ITS VIEWS ON 
RESALE PRICES 


Dealer Copy Says Company 
Will Continue Fight 


Des Moines, Ia., Sept. 4.—Carl 
Weeks, president of the Armand 
Company, carried his battle with the 
Federal Trade Commission and the 
federal courts over the principle of 
resale price maintenance to the 
trade this week with vigorous adver- 
tisements in the trade press present- 
ing his side of the story. 

Headed, “Armand’s status under 
Federal Trade Commission case,” 
the copy, which was signed by Mr. 
Weeks, declared: 

“The story of this case is one of 
ten years’ expenditure of time, effort 
and money, resulting in a cease and 
desist order by the Commission to 
Armand. The order prohibits Ar- 
mand from making resale price 
agreements with its dealers, whether 
directly or indirectly. And _ the 
United States Circuit Court of Ap- 
peals has affirmed this order. 

“But Armand is filing a petition 
with the United States Supreme 
Court to review the decision by the 
appeals court affirming this order. It 
follows that the question whether 
this order is valid remains open un- 


Armand firmly believes now, as it 
has always believed, that the manu- 
facturer of a trade-marked article 
has an unquestioned obligation to 
do whatever he can to protect that 
article from resale price cutting in- 
jurious to dealers. And the least 
he can do is to refuse sale to unfair 
price cutters and to dealers who sell 
them. 

“Just at this time Armand pre- 
sents to the women of America two 
fine, new cosmetics. They are Ar- 
mand Blended Cream and Symphonie 
Powder in ‘Wind-Blown-Roses’ fra- 
grance. These splendid products are 
well worth the retail prices suggested 
for them. The women of America 
will gladly pay such prices so long 
as these products are not debauched 
by being offered at unfair cut prices. 

“It is suggested to the cosmetic re- 
tailers of America that in these two 
products there is an opportunity for 
all to profit. Should there be those 
who, through selfishness or an un- 
social view, violate the integrity of 
these products by selling them at 
eut prices, they cannot repurchase 
them from The Armand Company, 

“In the language of Homer, ‘re- 
mind them that they are in battle, 
and not at a dance.’” 


Plan Package Show 


The sixth annual packaging exposi- 
tion and conference, under the au- 
spices of the American Management 
Association, will be held at Hotel 
Pennsylvania, New York, March 3-6. 


Opens Chicago Office 


Standard Radio Advertising Com- 
pany, Hollywood, Cal., has opened 
new offices at 180 N. Michigan Ave., 
Chicago, in charge of David S. Bal- 


til the Supreme Court has adjudged | !0U 


that petition. Armand sincerely be- 
lieves that this order is invalid and 
will exhaust every legal effort to es- 
tablish its invalidity. 


' Will Refuse to Sell 


“This order does not prohibit the 
Armand policy of simply refusing 
sale to price cutters or to dealers 
who sell price cutters. Therefore 
Armand will continue to pursue that 
policy, which it inaugurated in 1919. 


Bergersen to Chicago. 
Ole B. Bergersen, of the New York 
office of Dry Goods Economist, has 
been named western manager of the 
publication at Chicago, succeeding 
W. J. McDonough. 


Benson & Dall Named 


Benson & Dall, Inc., Chicago, has 
been appointed to handle the adver 
tising of Hexin, Inc., Chicago. Da 


“BID you KNEW 
ARCHITECT SELLS 


QGEFORE THE CONTRACT 16 FILED ?\% 
E IMPORTANCE OF HAVING EVEN A i) 
SINGLE ARCHITECT ON youR SIDE iS 


ik ‘a CANNOT BE OVERESTIMATED. 3*9 


B@\ ARCHITECTURE curs 


COSTS OF SALE +." 


THAT AN 
THE CLIENT 


Getting Personal 


Johnny Martin, BBDO radio writer, and Dora Hurley of the agency’s 
staff, never lose their poise, even when confronted with romance. No 
one was the wiser a few days ago when they absented themselves at 
lunch an extra hour or so to drive to Greenwich, Conn., where they 
were married. They were observed later in the afternoon having a 
soda together in a perfectly normal way. 

Alan Bolte, of Kenyon & Eckhardt, directed and played one of the 
leading roles in, “On Vengeance Height,” presented by the Studio 
Workshop Players, of Greenwich, Conn. The play won first prize in 
the little theater tournament between 67 theater groups in Putnam, 
Dutchess, Westchester and Fairfield counties. The finals were held 
at Rockridge Theater last week. 


C. W. Wessel, president of the John Budd organization, and his son, 
William, on the Standard Oil account at McCann-Erickson, looked over 
the trout in Rye Lake and selected a handsome, ten and one-half 
pounder, the second largest caught there this year. The giant trout 
made his last appearance at a family dinner party at the New Rochelle 
Yacht Club. 

Bill Edouarde, new radio director at the AW agency, is the son of 
the late Carl Edouarde, musical and program director of the Strand 
Theater for many years. 

Jim Clancy, a guiding spirit at WTIC, Hartford, is shamelessly 
proud of son, John J., recent Yale medical graduate and honor man, who 
is beginning his internship with a view to specializing in psychiatry. . 

Somewhat to the annoyance of his many friends among the movie 
stars but greatly to his own satisfaction, Larry Reid, managing editor 
of Fawcett Publications, was married Sunday to Mary Boyle, a girl who 
has had no connection with stage or studio. They are honeymooning 
in Europe. 

James A. Wales, Jr., who holds a private pilot’s license, and his 
father, have been using their own seaplane to commute daily from their 
home at Stratford, Conn., to the offices of their agency in New York. 
Docking at the E. 3lst St. base, they can cover the 60 miles between 
home and office in less than half the time required by train. 


Ed Graham, proud parent of the bewhiskered colonel of the Gilbey’s 
gin newspaper campaign, is rated gag magnate No. 1 in a new series of 
articles on better known wisecrackers in the World-Telegram. 

When Frank Goss, one of the Herald Tribune's crack spacetitioners, 
landed a new account the other day his high glee was irrepressible to 
such extent that he could not restrain himself from giving Porter 
Caruthers, his chief, a sound buss. The purple scowl that grew on 
P. C.’s face melted at sight of a contract for 200,000 lines. 

John Doeg, whe: covers financial advertising for the Newark News 
from net to base-line, was national singles and doubles tennis champion 
in 1930. . 

The insignificant © scar on the nose of Major R. B. Fentress, the 
Barron Collier executive, is not ‘the result of a Heidelberg dual. The 
harm‘ was done when’the Major failed to notice a plate glass doorway 
in the offices of the Paris Herald while on a tour through the Ville 
Lumiere, . . ‘4 

Burt Lowe, of Industrial and Engineering Chemistry, is thinking of 
challenging the. advertising fraternity to a test of skill with pick and 
shovel, having Spent his vacation practicing with these tools at his 
home in Scarsdale. He is especially good on mixing concrete. . 

Ww. W. Wachtel, *Loose-Wiles sales chief, is often entertained and 
sometimes embarrassed because of his remarkably keen sense of hear- 
ing. He soberly assures those who are puzzled by a demonstration 
that he is part Indian. 

Rodney Boone, well known representative of Hearst newspapers, 
attended the running of the Hopeful Stakes at Saratoga Aug. 31, being 
named by Clem McCarthy in his NBC broadcast as one of numerous 
notables present. . . Pierre Andre, popular announcer for WGN, Chi- 
cago, has a promising two-year old named for him. The staff at WGN 
cashed in when the juvenile won his initial start at Lincoln Fields, but 
swooned away when the colt, leading by a wide margin in a later 

’ race, left the course at the head of the stretch. . . 

‘Herbert A. Stanton, European manager of the Norton Company, 
Worcester, Mass., ‘is in the United States for six weeks, following a 
busy season setting up the company’s new Italian branch. . . Eugene 
O. Penoy, Jr., head of Penoy Outdoor Advertising, Providence, R. Be 
is back at his desk following a honeymoon trip with the former Lucienne 
A. Girard. . 

Robert Weill, of the Armand S. Weill Advertising Agency, Buffalo, 
another advertising man who spends his spare moments doing magic, 
recently was the subject of one of a series of articles in the Buffalo 
Times dealing with magic and its practitioners. 

Friends of Jack Pease, executive vice-president of Penton Pub- 
lishing, Cleveland, may now congratulate him upon being a father-in- 
law, his daughter, Elizabeth Ada, having been married September 7 to 
Francis William Siess at the Plymouth church in Shaker Heights... 

Peggy Chase, live-wire direct-mail expert, has just been appointed 
chairman of the Christmas party which is held by the Chicago Feder- 
ated Advertising Club each year for, the benefit of the Off-the-Street 
Club... 

Zenas Potter, Chicago agency chief, thinks eighteen holes of golf in 
one day is a sissy program. He usually plays thirty-six, except when 
he is dragging bass out of the waters of Green Bay, Wis. 


BiSoDol Extends Contract) New Harvester Air Show 


“Broadway Varieties,” weekly 
musical review sponsored by the 
BiSoDol Company, New Haven, 
Conn., will be heard over an aug- 
mented network embracing 23 addi- 
tional CBS stations, starting Sept. 23. 


Open Detroit Branch 


Furgason & Aston, Inc., Chicago, 
radio representative organization, 
has opened a branch office in the 
Stephenson Bldg., Detroit, under the 
management of S. M. Aston. 


American Optical Expands 

American Optical Company, South- 
bridge, Mass., has acquired an inter- 
est in Spencer Lens Company, Buf- 
falo, manufacturer of microscopic 


and scientific lenses. 


Consolidated Cigar Corporation, 
New York, maker of Harvester Ci- 
gars, will launch a new weekly pro- 
gram, “Harv and Esther,” over the 
Columbia network Sept. 12. It will 
be heard each Thursday evening 
from 8 to 8:30 CDST. 


Milwaukee Club Golfs 


The Milwaukee Advertising Club 
held a golf tournament at the Tripoli 
country club Aug. 29. The sports 
event was followed by dinner in the 
evening. 


Adopts Single Rate 
The Bridgeport Times Star has an- 
neunced that, effective Sept. 1, the 
national rate will be practically the 
same as the minimum local rate. 


Aluminum Firm 
Opens Enlarged 
Fall Campaign 


Cleveland, O., Aug. 29.—The Alumi- 
num Company of America has inau- 
gurated an increased fall advertising 
campaign, in general and business 
publications. 

National Geographic Magazine has 
been added to the list of magazines 
utilized by the company, which in- 
cludes Atlantic Monthly, Business 
Week, Fortune, Harper’s, Manufac- 
turers’ Record, and Nation’s Busi- 
ness. Full color will be used in For- 
tune and National Geographic, and 
aluminum and black in other maga- 
zines. 

The company has also increased its 
list of business and trade publica- 
tions. Fifty-one periodicals in 21 
major industrial classifications will 
be used. 

The full-page September advertise- 
ment in Fortune portrays modern 
railroad trains and features the bene- 
fits of weight reduction through the 
use of aluminum. The company’s ad- 
vertising is handled by Fuller & 
Smith & Ross, Ince. 


Oakleigh R. French Named 


Oakleigh R. French, Inc., St. Louis, 
has been appointed to handle adver- 
tising of Pee-Cee Mfg. Company, 
Fairfield, Ill., manufacturer of auto- 
motive specialties and parts. Present 
schedules will be supplemented with 
additional trade mediums. 


Blackman Moves 


Blackman Advertising, Inc., for- 
merly in the Chanin Bldg., New 
York, has moved to the International 
Bldg., Rockefeller Center, 630 Fifth 
avenue, where it occupies the 16th 
and a considerable part of the 15th 
floors. 


John L. Ames Dies 


John L. Ames, advertising man- 
ager of the Easthampton, Mass., Ad- 
vertiser, died at Northampton, Mass., 
Aug. 27. 


All New York 


is just a step from the 


HOTEL 
MONTCLAIR 


Have more money left for sight seeing. 
Stay at the Montclair . .. one of New 
York’s newest and largest hotels, Con- 
venient to the Grand Central Zone, 
world’s smartest shops, theatres, Fifth, 
Madison, Park Avenues, Radio City. 
There are 800 outside rooms—light, 
airy and cheerful. Courteous service 
for all your needs. 


Only $2.50 


for an outside room with bath, shower ; 
and radio 


Casino Montclair 


Gay and beautiful. 
Dine—Dance inexpensively. 
Dinner from $1.25—Luncheon from 65c. 
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ADVERTISING IN 
FARM PAPERS UP 
11% IN AUGUST 


Chicago, Sept. 5.—Evidence that 
the come-back of the farmer is con- 
tinuing at a rapid pace is present in 
lineage statistics of farm papers for 
August, which show that 28 editions 
of national monthly and _  semi- 
monthly farm papers carried 11.3 per 
cent more advertising in that month 
than in the corresponding month of 
1934. 

The papers in this group carried 
217,754 lines of advertising, exclusive 
of baby chick, livestock and classified, 
last month, compared with 195,641 
lines in August 1934, according to 
National Advertising Records. 

Detailed figures showing the line- 
age of these papers, as well as that 
of bi-weeklies and weeklies, as 
measured by National Advertising 
Records, is shown in the following 
tabulation, in which baby chick, live- 


stock and _ classified lineage is 
omitted. 
Monthlies 1935 1934 


Country Gentleman ... 17,506 15,425 


ENGRAVING 


esecst TYPOGRAPHY 
ue ek EL eG 


usé ONE 64 ALL 
just as YOU desire 
.- but all are here ready to 
serve you. Speed, economy 
and satisfaction always assured 
when you use FAITHORN 3-in-l 
Service. No job is ever put 
through the Faithorn plant as 
a mere matter of type, ink or 
presswork ...To us, every bit 
of engraving, printing or type- 
setting represents a message 
for your prospective purchaser 
..-This is why so many of our 
customers feel that they can 
entrust the entire job to us with 
full confidence in our ability. 
There is no charge for this 
extra interest. It is part of our 
creed. The payment for it comes 
through the enthusiasm of cus- 
tomers who know they have 
found a concern that under- 
stands the real meaning of 
SERVICE. We are here to help 
you... Let’s get together! 
Exceptionally well fitted to submit ideas, 


ts, prepare sketches and draw- 
ings—through every step of production. 


makelay 


Thisreduced 

advertisement Rn 
was prepared es} 
bythe Faithorn i 
Corporation. 


& 
Write or Phone for 
One of Our Representatives 


FAITHORN 


CORPORATION 
Telephone Wabash 7820 


504 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 


——_= 
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1935 
Progressive Farmer and 
Southern Ruralist 
Georgia-Alabama 


1934 


ara 11,150 8,536 
Carolinas-Virginia 
Saree 10,989 7,800 
Mississippi Valley 
coke eke we 10,612 7,766 
Kentucky-Tennessee 
TTT TT 10,407 7,631 
Texas Edition ...... 9,679 7,576 
All Editions ........ 8,322 6,600 
Average 5 Editions... 10,567 7,862 
California Citrograph.. 11,126 9,915 
Successful Farming ... 10,761 10,573 
Capper’s Farmer ..... 10,276 10,350 
Southern Agriculturist. 7,917 6,740 
Country Home ........ 6,830 5,783 
Western Farm Life ... 6,686 5,694 
Southern Planter ..... 5,207 4,285 
TU DOPOD ccccccces 5,124 6,480 
National Live Stock 
ae 4,384 1,370 
Wyoming Stockman- 
| AAR 3,442 4,094 
Breeder’s Gazette ..... 2,933 1,676 
Farm Journal ........ 2,058 3,440 
Bureau Farmer ....... 1,484 975 
Semi-Monthlies 
Farm and Ranch ..... 9,291 8,255 
Montana Farmer ...... 9,269 8,106 
Arizona Producer ..... 9,034 12,080 
Hoard’s Dairyman .... 8,860 7,993 
The Farmer-Stockman. 7,863 8,009 
Missouri Farmer ..... 4,338 6,692 
1Arkansas Farmer .... 1,639 4,935 


Bi-Weeklies 
*California Cultivator.. 
*Wallaces’ Farmer & 

Iowa Homestead .... 
*The Farmer 


21,984 11,090 
20,289 11,323 


Local Edition ....... 17,854 3,058 
General Edition .... 13,271 8,673 
Dakota Edition...... 13,271 6,985 
*Prairie Farmer 
Illinois Edition ..... 16,411 10,014 
Indiana Edition ..... 12,000 6,973 
*American Agriculturist 14,153 9,756 
Local Zone Advertis- 
BE Ci ccbeees cadens 1,736 2,430 
*Nebraska Farmer .... 13,610 10,610 
Zone Advertising.... 5,981 9,655 
Average 4 Editions.. 15,105 ..... 
Average 6 Editions.. ..... 11,753 


2Pennsylvania Farmer. 
‘Washington Farmer .. 
Zone Advertising ... 
sOregon Farmer 
Zone Advertising.... 


*Michigan Farmer .... 12,816 10,534 
SORia PRPMGEP cccccccce 11,226 8,570 
*Rural New Yorker.... 10,293 9,084 
*Wisconsin Agricultyr- 
ist and Farmer...... 10,259 7,490 
“Indiana Farmers Guide 10,237 5,665 
SIdaho Farmer ........ i 8,357 
Zone Advertising ... wae Kbees 
*New England Home- 
ee 9,177 3,723 
*Dakota Farmer ...... 9,024 7,255 
*Kansas Farmer (Mail 
& Breeze) ........ 7,560 7,725 
Zone Advertising ... 1,882 ..... 
‘Missouri Ruralist . 5,852 6,934 
Zone Advertising ... ae: we0us 
Weeklies 
‘Pacific Rural Press... 29,979 19,786 
®Weekly Kansas City 
Star 
Missouri Edition . 9,600 9,054 
Kansas Edition ..... 9,548 9,995 
Arkansas - Oklahoma 
ME Sigbaeieccecs 9,528 9,246 
Semi-Weekly Farm 
News 
‘Friday Edition ..... 6,615 4,229 
7Tuesday Edition ... 3,583 4,340 
‘Capper’s Weekly ..... 4,297 5,563 
Dairymen’s League 
POON 2004403 5056%0' 3,451 3,760 
1. One issue in 1935, two in 1934. 
2. Three issues in 1935, two in 1934. 
3. Two issues in both years. 
4. Five issues in 1935, four in 1934. 
5. Four issues in 1935, five in 1934. 
6. Five issues in both years. 
7. Four issues in both years. 


Continental Makes New 
Bottle-Type Beer Can 


Continental Can Company, Inc., 
New York, has developed a new beer 
container in the accepted bottle 
shape, complete with cap. The de- 
sign carries out the belief of the 
company that a new container should 
not require the consumer to adapt 
himself to new habits of opening or 
pouring. 

The purchaser can drink from Con- 
tinental’s tin bottle without danger 
of cutting the lips, it is asserted. 
The company is also informing brew- 
ers that the new model will effec- 
tively preserve the fresh-from-tap 
flavor of the beer. 


Admen Get Copies of 
“Vanity Fair” Apology 

A. Hokusal print reproduced on 
Japan paper forms an effectively ap- 
propriate cover for a folder distrib- 
uted as Vanity Fair’s “apology” for 
the recent diplomatic disturbance 
caused by publication of a cartoon of 
the Mikado. 

Inside pages are devoted to repro- 
ductions of newspaper comment, in- 
dicating the tremendous publicity 
value of the affair. 


Phillips with Agency 
P. A. Phillips, promotion manager 
of Hotel Montclair and formerly in 
charge of promotion for Hotel Lex- 
ington, has joined Needham & Groh- 
mann, Inc., New York. 


WHITE TO TELL 
TRUCK STORY I 
COLOR SPREADS 


Sell Streamlined Cars As 
‘Moving Billboards” 


Cleveland, O., Sept. 5—The White 
Motor Company is about to introduce 
one of the biggest advertising and 
marketing campaigns in its history 
based on a revolutionary new series 
of trucks which will emphasize mod- 
ern style, beauty and color. Not the 
least of the inducements proposed is 
the increased advertising value of at- 
tractive delivery and service units. 

The new stream-lined model was 
styled for White by Count Alexis de 
Sakhnoffsky, internationally famed 
stylist and winner of the Grand Prix 
in Paris for six years straight. 

Before the official announcement 
went out this week, approximately 
500 orders had been placed, and of- 
ficials of the company now look 


for a doubling up of production to 
meet the extensive demand. Accord- 
ing to R. F. Black, president of 
White Motor, production of the new 
model will amount to approximately 
15,000 to 20,000 units during the 
coming year. It will mark the com- 
pany’s busiest fall season since 1929 
and the factory will be working night 
and day. 

The new model is completely 
White-built and styled by Sakhnoff- 
sky with streamlining from bumper 
to tail light. It also boasts a new 
automatic air-conditioned cab. 

“The advertising value of the new 
truck is inestimable,” says Count 
Sakhnoffsky. “Leaders in every line 
of business are seeking new styles 
and beauty to advertise their product 
and the new White model represents 
a moving billboard of unlimited pos- 
sibilities.” ; 


Featured at Shows 


Starting in Cleveland today, one- 
day showings will be made in all 
the larger cities of the country. In 
addition, the trucks will be featured 
at the New York show Sept. 9-10 and 
the Air Transit Association show in 
Atlantic City Sept. 23. Both Presi- 
dent R. F. Black and Count Sakhnoff- 
sky will go on the road to explain 
the features of the model at most of 
the meetings. 

The big advertising campaign will 


employ four-color spreads in Esquire, 
Fortune, Saturday Evening Post and 
Time, beginning in November. In 
addition, two-page black and white 
copy will be used in all the automo- 
tive publications and a total of some 
50 trade magazines striking directly 
at the many fields of possible use. 

Direct mail will be used to reach 
200,000 prospective customers in 
October. The mailings will acquaint 
dealers, operators and potential cus- 
tomers with the showings in their 
localities. 

Next week, 2,500 people will be 
invited to a trip on the White Show- 
boat out of New York for a featured 
cruise, following the Monday show- 
ing in Long Island City. The Peter 
Stuyvesant has been chartered for 
the cruise and the streamlined trucks 
will be shown aboard. 

Outdoor advertising will be used 
later in the year. 

Copy is being placed through the 
D’Arcy Advertising Company of 
Cleveland. 


Glett Advanced 


Charles L. Glett has been appointed 
production manager of Audio Produc- 
tions, Inc., New York, with jurisdic- 
tion over both the trick photography 
and optical department under Alex 
Gansell, and the car cartoon anima- 
tion department, which is in charge 
of H. L. Roberts. 


Waiting for sales never increased anybody’s business. If you want more 
business you must go where the buyers are. 


Go with the Sunday Inquirer into 677,135 prosperous homes — the largest 
buying audience ever reached by any Philadelphia newspaper, past or 


present. 


Follow the precedent set by the country’s leading National advertisers who 
used more space and spent more money in The Inquirer during the first 7 
months of 1935, than in any other Philadelphia newspaper. 


The Inquirer, Daily and. Sunday, will take your sales message into 3 out of 
every 4 Philadelphia homes. It will give you a coverage of the Philadelphia 


market unequaled by any other newspaper. 
rate in the city and one of the lowest in the country. 


All this at the lowest milline 


The Philadelphia Inquirer 


“Pennsylvania’s Greatest Morning Newspaper” 


NEW YORK 


H. A. McCandless 
60 East 42nd Street 


BOSTON 

M. L. Tyler 

80 Boylston Street 
CHICAGO 

ot, S. Osborn, Scolare 
& 


leeker, Inc. 
360 N. Michigan Ave. 


ST. LOUIS 

Cc. A. Cour 

Globe Democrat Building 
DETROIT 

Guy S. Osborn, Scolare 
& Meeker, Inc. 

General Motors Bldg. 
SAN FRANCISCO 

LOS ANGELES 


SEATTLE 
R, J. Bidwell Co. 
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ADVERTISING AGE 


September 9, 1935 


BED ROOM 
12°0« 17-0" 


Suites in a residential 
hotel that recommend 
themselves to account 
and other advertising 
executives who wish to 
live in the heart of New 
York's advertising dis- 
trict, one minute from 
152 agencies. Unusually 
large rooms, closets, 
windows (see floor plan). 
Note that suites have 
serving pantries and 
some have fireplaces. 
The Roger Smith res- 
taurant in The Winthrop 
serves club breakfasts 
beginning at 25c, lunch- 
eons from 50c and din- 


ners from 75c. 


Telephone Wickersham 2-1400 


HOTEL 
WINTHROP 


47th STREET AND LEXINGTON AVE. 
NEW YORK CITY 


A ROGER SMITH HOTEL 


MAGAZINE COPY 
GOES DOWN 2% 
IN SEPTEMBER 


Chicago, Sept. 5.—Advertising in 
national magazines this month falls 
about two per cent short of the level 
reached in September, 1934, ADvVERTIS- 
Inc Ace's analysis of 75 magazines 
and six groups of women’s magazines 
measured by National Advertising 
Records shows. 


These publications carry a total of 
1,113,197 lines of advertising in Sep- 
tember issues, compared with 1,136,- 
565 lines in September of last year, 
for a Joss of 23,368 lines. 


Gains and losses among the various 
classifications and among individual 
papers vary greatly, however. For 
example, eight standard papers 
showed a gain of 12.2 per cent over 
last year, while 34 general magazines 
lost 10.2 per cent, and 16 women’s 
magazines lost 7.2 per cent. 

The largest percentage of gain for 
the month was shown by the six 
“groups” of women’s magazines, 
which hung up an increase of about 
34 per cent over last year. Eight out- 
door publications gained about 10.4 
per cent, and nine mail order papers 
gained 10.8 per cent. 

Twelve weeklies and semi-weeklies, 
for which National Advertising Rec- 
ords presents August figures, carried 
504,076 lines of advertising in that 
month, compared with 473,111 lines 
in August of 1934, for a gain of 
30,965 lines, or about 6.5 per cent. 

Detailed figures for each of the 
publications measured are shown in 
the following tabulation: 


September Lineage 


Standard 1935 1934 
American Mercury .... 3,005 2,325 
Atlantic Monthly ..... 9,364 4,734 
Current History ...... 2,176 2,484 
Forum and Century ... 3,705 4,632 
ee 2,590 2,789 
Harper’s Magazine .... 5,892 6,591 
Review of Reviews.... 6,333 4,925 
PIE aS sedceccesees 4,589 4,999 

TORRE BPOED psc cecss 37,654 33,479 

General 
PE 6.066. 6:605000% 17,676 18,800 
American Boy ....... 6,030 6,458 
American Golfer ...... 5,504 9,922 
American Home ...... 21,675 15,362 
Arts and Decora- Issue not 

his Kh ESE) hoa b008 rec'd 6,048 
ME D4 A5s' 50. hS 65. b's Rio 86 1,294 2,556 
Better Homes & Gar- 

I iss 45-6 3.5:46.04'6 17,244 11,479 
EE bk buis's05.60% 9,666 10,585 
CE ED cc ikcccpccccces 4,738 5,330 
Christian Herald ..... 8,800 5,893 
Cosmopolitan ......... 22,268 25,482 
Cemetery Tate ........5 13,720 17,941 
AS S866 bis-o's vo 0's $ 23,817 24,915 
eee ee 53,483 65,333 
Graduate Group ...... 1,287 429 
House & Garden ...... 20,070 27,188 


House Beautiful Com- 
bined with Home & 


UE 2S bee's 6 6 ds4 0's 3-0 19,770 20,980 
0 Ee See 12,551 9,920 
ES  gibs 6a baie ao ue 6S 3,957 5,715 
IS 6 60.64 5. 6:4.0-0:4.0:9 0:0 0 8,220 9,334 
Modern Mechanix ..... 9,018 13,797 
National Geographic... 5,663 8,050 
Nation’s Business ..... 16,931 16,804 
Open Road for Boys... 2,429 4,712 
Physical Culture ...... 8,802 9,930 


Popular Mechanics .... 14.552 11,537 


Popular Science 


EE SGR8s%6 4% 0 10,516 10,366 
CEE Ob oe 6v8 6 00 36 12,460 15,587 
Scientific American ... 2,430 2,136 
i ree 13,860 16,037 
PE DGAs «004.966 were 0b 22,765 24,486 
RE Ss incaies wba -saig- or 8,683 11,300 
a eee 3,461 4,629 
True Detective Mys- 

ae eee 3,448 3,631 
ee. || rr 10,020 19,551 

ROERE STOUD «... 200% 416,808 472,223 

Women’s 
POTERORIOR fics cccicccss 10,164 21,725 
Farmer's Wife ........ 7,247 8,320 


Good Housekeeping ... 
Harper’s Bazaar ...... 69,543 62,908 


SA ae i 10,264 
Household Magazine .. 8,854 9,214 
Ladies’ Home Journal. 30,787 39,062 
a SSRs 28,630 35,490 
Pree 5,093 5,125 
Parents Magazine ..... 15,211 17,564 
0 See ; 13,966 
Pictorial Review ...... 16,253 10,042 
Shadoplay ....... Discontinued 11,071 
co re 15,798 17,770 
ae sha le tserksin ke 98,448 90,574 
Woman’s Home Com- 
a re 31,806 41,810 
Women’s World ...... 6,775 4,758 
Potal Group ..5-+e62 399,156 441,479 


Women’s Groups 
Fawcett Women’s Group 10,766 5,973 
Hollywood Magazine. 10,662 7,021 


*Romantic Stories .. 8,471 axe 
Screen Play Magazine 10,731 7,804 
True Confessions ... 8,438 6,287 


1935 1934 

Macfadden'’s Women’s Group 
True Romances ..... 12,733 6,234 
tMovie Mirror ...... 14,058 8,908 
tLove & Romance ... 12,765 5,983 
tRadio Mirror ...... 11,744 4,249 


tTrue Pxperiences .. 12,631 5,923 
Modern Magazines 

Modern Screen ...... 11,456 12,385 

Modern Romances .. 


Radio Stars ......... 10,682 6,474 
Motion Picture ....... 11,230 13,467 
Screenland Unit 

Screenland ........-. 9,945 9,326 

Silver Screen ....... 8,647 9,201 
®*‘Tower Magazines ..... 11,646 12,381 

Total group ......-- 187,264 133,423 

Outdoor 
Field and Stream ..... 12,403 8,807 
Fur-Fish-Game ....... 5,448 6,129 


Hunter-Trader-Trapper 5,498 6,945 
Hunting and Fishing... 5,638 6,288 


National Sportsman ... 7,426 7,272 
CBGMOOED cccccccccccses 4,351 3,894 
Outdoor Life .........- 9,836 6,741 
eer 6,494 5,616 
TORR BOOED 6. cccece 57,094 51,692 
Mail Order 
0, rea 4,257 4,164 
Gentlewoman ......... 4,076 3,742 
keer 3,244 2,407 
Home Circle .....000+. 1,699 1,492 
Home Friend ......... 1,719 1,904 
Illustrated Mechanics.. 1,992 1,341 
SEE wk ccsse43b-00060% Noissue 1,666 
Mother’s-Home Life .. 2,099 2,029 
Pe 3,668 3,757 
Sovereign Visitor ..... 938 552 
Total Group .ccccoes 23,692 23,054 
August Advertising Lineage in 
Magazines 


Weeklies, *Semi-Monthlies 
and **Monthlies 


American Weekly .... 55,097 47,998 


Business Week ...... 24,709 18,954 
Ree errorer 65,525 53,334 
rr 7,969 8,077 
Eee ree 22,533 17,415 
RECT ee ee 19,831 20,918 
Literary Digest ...... 16,093 20,719 
TEPNVEO WTO ceccenscee 12,657 eres 
ke 53,626 59,097 
Saturday Evening Post.119,114 107,138 
WD ocknbeéeseakeeues 57,556 69,871 


**Town & Country .... 22,057 20,916 
‘United States News... 39,966 28,674 


Total GPOUP ....rces 516,733 473,111 


1Figures supplied by publisher. 

*No back year figures. 

$1934 figures based on 429-line 
page, 1935 on 680-line page. 

*August figures. 

+1934 figures supplied by publisher. 


Consumers Research 
Heads Separate As 
Union Calls Strike 


New York, Sept. 5.--Labor trouble 
reared its head at Washington, N. J., 
last night, and advertising men put 
by the tools of their trade long 
enough to chuckle heartily. 

For the labor difficulties which 
cropped up across the Hudson were 
extraordinary in that they concerned 
Consumers Research, Inc., self-elected 
major critic of advertising, and that 
prominent thorns-in-the-side-of-adver- 
tising team, Kallet and Schlink. 

Difficulties with employes have 
plagued Consumers Research for a 
long while, it appears, with turn- 
over among its 70 workers unusually 
high and discontent common. The 
situation reached a climax last week 
when the employes organized the 
first, and thus far the only, chapter 
of the Technical, Editorial and Office 
Assistants Union, affiliated with the 
A. F. of L. 

Immediately upon completion of 
the union organization, John Heasty, 
union president, and chief chemist 
for Consumers Research, presented a 
petition for recognition and establish- 
ment of a shop grievance committee 
to President Schlink, on behalf of 
the 40 union members. Oddly enough, 
not more than a few hours had 
elapsed before Heasty, John Kil- 
patrick, publicity man, and Donald 
Rogers, proofreader—all active in the 
union—were notified that their ser- 
vices were no longer required. “In- 
competence” was the reason given. 

Unabashed, the union countered 
with a reiteration of its demands, 
plus a new demand: that the three 
“incompetents” be reinstated. Re- 
fusal to grant these demands would 
mean a strike, President Schlink was 
informed. 


Board Goes “Conservative” 


To meet the sudden crisis Presi- 
dent Schlink called into action the 
Consumers Research board, composed 
of himself, his wife, M. C. Phillips, 
author of “Skin Deep,” J. B. Mat- 
thews, co-author of “Partners in 
Plunder,” and Dewey Palmer, chief 


technician. The board decided to 
take a firm stand in the controversy, 
whereupon Technician Palmer ob- 
jected, and was forthwith invited to 
resign. 

Arthur Kallet, Consumers Research 
secretary, tried for a week to recon- 
cile the board’s viewpoint with that 
of the union, it is asserted, his fail- 
ure to do so resulting in a definite 
break with his friend and co-worker, 
President Schlink. 

And then the final blow: this morn- 
ing the union went on strike, with 
60 of the 70 erstwhile Consumers Re- 
search workers in the picket line, de- 
claring that the organization has be- 
come “reactionary.” 

Frederick J. Schlink and Arthur 
Kallet jointly authored ‘100,000,000 
Guinea Pigs,” and Mr. Schlink collab- 
orated with Stuart Chase in the writ- 
ing of “Your Money’s Worth.” 


K. C. Store’s Copy 
Goes “Winchell” 


Woolf Brothers, Kansas City, Mo., 
apparel store, have attracted atten- 
tion by the use of display space 
spotted adjacent to Walter Winchell’s 
column in the Journal Post, and in 
tune with Winchell’s characteristic 
phrases. 

One recent advertisement beside a 
Winchellian discussion of babies, de- 
clared: “The babies most men are 
interested in are those big enough to 
be interested (and interesting) in 


Belle-Sharmeer silk hose.” 


Theater Man’s 


Humorous Copy 
Ends Boycott 


Port Huron, Mich., Sept. 3.—One 
witty sentence at the end of a long 
block of explanatory copy in his ad- 
vertisement has restored Harry S. 
Goseline, local theater operator, to 
the good graces of his fellow towns- 
men again. 

Mr. Goseline was one of 52 signers 
of a petition requesting that games 
of chance at a carnival operating lo- 
cally be forced to discontinue. The 
games of chance went on, but sheriff’s 
officers closed up a popular baseball 
pool downtown. Port Huron baseball 
fans then instituted a semi-boycott 
of theaters whose owners signed the 
petition. 

Using 24-inch space in the Port 
Huron Times Herald, surrounded by 
a thick “mourning” border, Mr. Gose- 
Hine declared his innocence of intent 
or action regarding the closing of the 
baseball pool. To clinch the matter 
he closed his advertisement, signed 
with his name, thus: 

“On and after Aug. 17, 1935, if Cap- 
tain Kidd and his Spanish pirate 
crew sailed down Huron Ave. at three 
o’clock in the afternoon; I wouldn’t 
even say ‘Scram.’” 


YAnnouncing ‘ 


New York Law Zournal 


THE LEADING DAILY PAPER OF THE LEGAL PROFESSION 


THE LAW JOURNAL 


every morning to keep informed 
of legal decisions and opinions 
which may affect their cases and 
their clients. This close scrutiny 
insures the reading of your adver- 
tising messages, effectively dis- 


253 BROADWAY 


will for the first time in the 64 
years of its successful existence, 
accept a limited amount of 


GENERAL 
DISPLAY ADVERTISING 


Lawyers MUST read ‘ 


, LAWYERS BUY 


all the things other men do. They 
usually have more money with 
which to buy the luxuries of life. 
Rich or poor, lawyers must “keep 
up appearances." Reaching as it 
does the best known legal firms 
in New York, the LAW JOURNAL 
provides a concentrated market 


played. . 


Inquiries as to rates, circulation, market 
data, etc., will receive prompt attention. 


New York Law Journal 


Our teleph b 


> = for quality goods. 


NEW YORK CITY 


is BArclay 7-4550 
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FREE & SLEININGERING. %9 


COVERING 
THE 


TACOMA 


SEATTLE 
MARKETS | 


KVI, pioneer CBS outlet in the Pacific 

Northwest, is first in listener preference 

and measured field intensity. 

1000 watts . « © 8 «© « $70 ke 

Pioneer CBS Station in Pacific 
Northwest 
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NEW FAA TO BE 
ORGANIZED THIS 
WEEK, IS BELIEF 


Some Parts of Law Already 
in Effect, Is Warning 


Washington, D. C., Sept. 5.—With 
the signing of the bill, passed by the 
last Congress, it is expected that 
an announcement will be made next 
week as to the new administrator of 
the alcohol control administration. 
Secretary of the Treasury Morgen- 
thau revealed at a press conference 
this week that he is planning on 
discussing various phases of the act 
at his next visit with President 
Roosevelt at Hyde Park. 

The new body will be known as 
the Federal Alcohol Administration 
and is to be a division of the Treas- 
ury Department. The act will be 
administered by the present Federal 
Alcohol Control Administration un- 
til the new set-up is announced, it 
is understood. 

Joseph H. Choate, Jr., director of 
the FACA, announced that the mem- 
bers of the several alcoholic bever- 
age industries should give careful 
attention to the times at which the 
various provisions of the new law 
become effective and _ operative. 
While some of the provisions do not 
go into effect until specified dates 
after the new administrator is ap- 
pointed and takes office or until he 
has issued certain regulations, 
others of the provisions become ef- 
fective immediately. These latter 
are now in full force and effect and 
violations will be punished, he 
pointed out. 


Many Parts Effective Now 


With reference to the effective 
dates of the various provisions, the 
following matters are brought in- 
formally to the attention of the vari- 
ous industries involved. Rulings 
may follow when the new adminis- 
trator is appointed. 

The prohibitions of the law relat- 
ing to exclusive outlets; “tied 
houses” (except certain periods of 
credit which may be extended); 
commercial bribery; consignment 
sales; alteration, mutilation, de- 
struction, obliteration or removal of 
labels; bulk sales and bottling; and 
interlocking directorates; sale by 
the government of forfeited alcoholic 
beverages—these are all operative 
immediately. 

It is pointed out that separate reg- 
ulations may be necessary at a later 
date for clarifying some of the pro- 
visions of the new law “and to make 
plain to the industry the full scope 
and effect of the provisions, also 
to provide for exceptions to the fur- 
nishing, lending, giving, renting, or 
selling to retailers of equipment, 
fixtures, signs, supplies, money, 
services, or other things of value.” 
In the meantime, FACA officials 
warn that the “operative effect” of 
the regulations is “in no sense de- 
layed.” 

The prohibitions relating to label- 
ing and advertising and to the pe- 
riods of credit which may be ex- 
tended in connection with various 
types of transactions are dependent 
upon regulations with the force and 
effect of law to be issued by the 
new administrator. These prohibi- 
tions do not become operative until 
such regulations have been issued. 


“Tied Houses” a Problem 


The dates on which certificates of 
label approval will become neces- 
sary for various alcoholic beverages 
are required to be fixed by the new 
administrator after his appointment. 

It is generally understood here 
that Joseph H. Choate, Jr., will not 
continue as head of the FAA, but 
will return to his legal practice in 
New York. Another New Yorker is 
expected to be chosen. 

One development which is causing 
some concern at the FAA is the 
revival during the codeless interim 


of the “tied-house” of pre-prohibition 
days—the acquisition by breweries 
of saloons and retail establishments 
to give them monopolistic control of 
the industry from the “vat to the 
pump,” as one high official pointed 
out. 

One Western brewery, according 
to reports received from trade asso- 
ciations and on file at government 
offices, has acquired 1,000 pieces of 
real estate for extending its busi- 
ness in the retail field. 

This practice was outlawed by the 
codes and likewise by the new act, 
but meanwhile breweries have ac- 
quired property interests which can- 
not be invalidated since the new law 
cannot be retroactively applied. 

Also barred by the new act, as 
by the codes, are loans and financial 
assistance to retail business through 
the furnishing of equipment, aid in 
advertising and various “special” in- 
ducements. 

Reports are on hand indicating 
that “dumping” by distillers of liq- 
uor has become prevalent, due 
chiefly to the necessity of taking 
back liquor from state monopolies 
which could not sell the product. 

Flagrant violations are also re- 
ported of labeling regulations. Anal- 
ysis of the product of some distillers 
showed it was nothing but the fa- 
miliar alcohol, water and coloring 
matter of the prohibition era, it is 
said. 

The brewer problem is perhaps 
the most serious that the Treasury 
will face, officials admit. The law 
exempts brewers from control of the 
federal government except where 
there is no state law regulating 
brewers. Nearly all states have such 
laws, however. 


Jewelers Appoint Freund 


Krementz & Co., Newark, N. J., 
manufacturers of men’s jewelry, have 
appointed Morton Freund Advertis- 
ing Agency, New York. General and 
class magazines and some newspaper 
rotogravure have been scheduled. 


Tap Beer Signs Required 


Wisconsin taverns serving tap beer 
are required to display a sign near 
each faucet, visible from at least ten 
feet, giving the name of the manufac- 
turer of the beer on tap, under a new 
statute signed by Gov. LaFollette. 


OUTDOOR GROUP 
TO PROMOTE BIG 
SAFETY EFFORT 


New York, Sept. 6—Set up and ex- 
ecuted like a national campaign, one 
of the largest safety drives ever un- 
dertaken will start Nov. 1, or earlier 
if possible, in New York, New Jer- 
sey, Connecticut and Pennsylvania 
with a representative showing of 
large outdoor advertisements. 

Plans were advanced yesterday at 
a luncheon given by Leonard Drey- 
fuss, president of United Advertis- 
ing Corporation, at the Advertising 
Club of New York, at which police 
and motor vehicle commissioners 
from New York City and the four 
states were guests. 

All told, approximately $130,000 
worth of outdoor space will be used 
in the two months of the campaign. 
This has been donated by owners of 
outdoor plants in these four states. 
The state motor vehicle departments 
are standing the cost of lithography, 
etc, 


Representative Showings Used 

It is believed that this is the first 
time that a widespread motoring safe- 
ty campaign will be conducted along 
the lines of and with the same or- 
ganization as a commercial adver- 
tising activity. Representative show- 
ings will be used in all states. The 
posters show a uniformed officer star- 
ing straight at the reader, grimly 
admonishing him to “stop this kill- 
ing.” There will be ten changes of 
copy under this line, each dealing 
with some traffic safety rule, such as 
“take curves slowly.” 

Initiative for the campaign came 
from Mr. Dreyfuss, whose wife and 
Mrs. H. T. Ewald were injured a few 
years ago in a bad automobile acci- 
dent, impressing Mr. Ewald with the 
necessity for organized, business-like 
action. A suggestion made at yester- 
day’s luncheon was that newspapers 
and radio stations be invited to join 
the drive during the two highest ac- 
cident months of the year. 


Martin, Inc., Named Gets “Pepto-Mangan” 


Shackleton Inhaler Company, The New York office of Brooke, 
Grand Rapids, Mich., has appointed |Smith & French, Inc., has been ap- 
Martin, Inc., Detroit, to handle ad-| pointed to handle advertising of M. J. 
vertising of its product, an inhalant | Breitenbach Company, New York, 
for use in treatment of hay fever. maker of Gude’s Pepto-Mangan. 


A Pointer 


for 


Advertisers 


Any advertiser would rather get his story across to ten people who 
will buy than to a hundred people who won’t buy. 


It’s for that very reason that so many advertisers place the National 
Sportsman—Hunting & Fishing combination at the top of their media 
lists. 


They know from experience that for each advertising dollar spent they 
get more attention, more inquiries, more sales from the 577,503 men 
readers of National Sportsman and Hunting & Fishing than from almost 
any other well-known magazine, regardless of circulation. 


When your story reaches an active all-man market that spends freely 


on everything from cigarettes to expensive outdoor hobbies, you're 
bound to get better results. 


NATIONAL SPORTSMAN 


577,503 $1,620 
men readers Z ob 
(ABC) page 


HUNTING & FISHING 


Boston New York Philadelphia 


Chicago 


NEW STOCK PHOTOGRAPHS! 


See NS 


We now have an entirely NEW 
file of UP-TO-DATE stock pho- 
tographs that will fit a thousand 
copy ideas. 


Let us know what subjects you 
want and we will send you a 
selection on our 10 day ap- 
proval plan. All of these pho- 
tographs sell at the standard 
low STOCK PHOTOGRAPH 
price of $10 each. 


SHIGETA-WRIGHT, inc. 


154 E. ERIE 


ST., CHICAGO 


- PHONE - SUPERIOR 6064 
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N. Y. Municipal 
Radio Station 
May Sell Time 


New York, Sept. 6.—With plans 
under way for relocation of the trans- 
mitter of radio station WNYC, owned 
and operated by the City of New 
York, and for an increase in its 
power, it is possible that sponsored 
programs may be accepted at some 
future date. 

The expansion program has been 
approved by the Works Progress Ad- 
ministration and station officials are 
now seeking a location for the new 
transmitter with which it is hoped 
to broadcast over the area within 100 
miles of the city. An application to 
increase the transmitter’s power to 
five kilowatts is before the Federal 
Communications Commission. 

Officials in charge of the station 
are known to favor the opening of its 
channel to commercial programs and 
while their plans are well defined, 
details are withheld. Whether Mayor 
LaGuardia is in accord with them is 
unknown. Early this year he ruled 
against giving credit lines to pro- 
gram sponsors. However, his views 
on the non-profit enterprise may 
have changed, for in some quarters 
he is reported favoring some method 


which would allow WNYC to pay its 
own way. 

At present, the principal program 
is “McCarthy Steps Out,” a serial pro- 
moting the police department’s safety 
campaign. Performers on relief have 
been featured. Good reception has 
been restricted by the unfavorable 
location of the transmitter on the 
Municipal Building, hemmed in by 
interfering skyscrapers. 


Sowell Takes Mitchell 


Position at Leonard 


Paul D. Sowell, formerly assistant 
to S. C. Mitchell, has been named 
advertising and sales promotion man- 
ager of Leonard Refrigerator Com- 
pany, Detroit, Kelvinator affiliate. 

Mr. Mitchell was advanced to the 
advertising managership of Kelvin- 
ator Corporation recently. 


Weidinger to Atlanta 


R. B. Weidinger, formerly district 
manager for Colgate-Palmolive-Peet 
Company in Jacksonville, Fla., has 
been appointed district sales man- 
ager of the company for the Atlanta 
district, which comprises the states 
of Georgia, Alabama and Tennessee. 


Conway to East 


John Conway, Chicago publishers’ 
representative, has joined Power 
Wagon, Chicago, as Eastern represen- 
tative. He will establish headquar- 


ters in New York. 


(Advertisement) 


Little Stories of Radio Advertising 


“Hi Yo, 


Sehl Advertising Agency, Inc., 
handles the Gordon Baking Company 
account. Gordon Baking Company 
means “Silvercup, the World’s Finest 
Bread,” and Silvercup means Lone 
Ranger and his white horse, Sil- 
ver, principals with Tonto the In- 
dian, in that great radio drama of 
the old west, produced by WXYZ, 
the key station of the Michigan Ra- 
dio Network. 

Harry Sehl is so filled with 
Lone Ranger plots and plans and 
deeds of daring that I sometimes sus- 
pect that he yips like a coyote in 
his sleep and disturbs the neighbors 
with the well-known “Hi Yo, Silver, 
Away!” in the wee small hours of 
the morning. 

But no wonder, with the kids in 
all the vacant lots in town riding 
broomsticks and urging imaginary 
white steeds on to new deeds of 
daring and romance, and with every 
social call bringing a fresh reminder 
of the popularity and productiveness 
of this excellent program. 

For example, Harry called on his 
friends, the George Reeds the other 
evening. Mr. Reed runs a motion 
picture theatre and usually arrives 
home from the office at one-thirty 
or two a. m. instead of the conven- 
tional six or six-thirty p.m. 

After dinner George Reed said, 
“Harry, I don’t mind having our chil- 
dren make us change grocers be- 
cause our old one did not handle 
Silvercup Bread—the new one is 
probably better anyway. I don’t 
mind having to eat Silvercup Bread 
every meal I get at home—it’s damn 
good bread. I don’t mind our young- 
sters riding broomsticks all over the 
place and shouting ‘Hi Yo, Silver, 
Away!’—after listening to the pro- 
gram I am tempted to join them 
myself—but I do think that a fellow 
who gets home from work at two 
a. m. should have some protection 


Silver!’’ 


against all the kids in the neighbor- 
hood gathering under his window at 
seven a. m. and starting a _ hulla- 
baloo about which one will be the 
Lone Ranger and which one will be 
Tonto, the Indian, etc., and then the 
whole gang yipping ‘Hi Yo, Silver!’ 
down the street.” 

Our sympathy and condolences to 
Mr. Reed for annoyance and loss of 
sleep, but boys will be boys and the 
Lone Ranger must go on riding his 
great white horse Silver down the 
airwaves into the hearts of hundreds 
of thousands of youngsters and 
grownups too. 

LONE RANGER was just an- 
other “audience-tested” program on 
the Michigan Radio Network until 
Mr. Everett Wilsher, president of the 
Gordon Baking Company, saw its 
possibilities as a business builder 
and put the “mysterious rider” to 
work selling bread. 

Increased sales, new plants and a 
dominant position in the bread busi- 
ness testify to his good judgment and 
to the effectiveness of the job per- 
formed “single handed” by The Lone 
Ranger. 

So, may you miss the fun of being 
“angel” to a brand new radio show, 
and take on an “audience-tested” pro- 
gram that will pay dividends from 
the beginning. Let us tell you about 
MANHUNTERS, for example, a de- 
tective drama, twin to LONE 
RANGER, or THE MIXING SPOON, 
or THE DAILY NEWS OF THE AIR, 
or well, you get the idea. 

For a safe advertising investment 
—for a ready made audience—for 
immediate dividends and happy 
stockholders—for moving merchan- 
dise now—we suggest the “audience- 
tested” program. Radio for action! 


Py ee 


WILLIAM G. RAMBEAU COMPANY 


New York 


Chicago 


San Francisco 


Radio’s First Special Representatives 


CHEVROLET IN 
SAFETY PLEA 


(Picture on Page 27) 

Detroit, Mich., Sept. 5.—Recogniz- 
ing that the beginning of school her- 
alds the need for more cautious driv- 
ing, Chevrolet Motor Company is 
using a selected list of magazines in 
a vigorous plea for safe driving. 

“A Little Child means so much 
more to you than A Little Time,” is 
the caption being used to convey the 
safety idea. Illustrating the theme 
is a schoolboy on his way to school, 
drawn by William E. Allured, well 
known illustrator. Mr. Allured made 
a composite of his two sons, Ralph 
and Billy, for his model. 

The safety advertisement, in colors, 
is being used in Good Housekeeping 
and the Saturday Evening Post. It 
will be done in roto for True Story, 
and in black and white for Elks Mag- 
azine, Holland’s, Liberty, McCall's, 
New York Playbill and Time. 

To reduce traffic hazards within 
Chevrolet’s own organization, W. E. 


Holler, vice-president and general 
sales manager, has established a 
merit system, distributed “Drive 


Carefully—Make This a No-Accident 
Month” posters to all factories and 
dealer showrooms, and made them 
standard equipment on the big drive- 
away trucks. He circulated stickers 
emphasizing driver responsibility, 
and enrolled 1,200 vehicles and 1,400 
employes in the effort to promote safe 
driving. 

On completion of three months 
without a traffic mishap, a driver is 
given a bronze disc recording his 
achievement, to put on the dash of 
his car. Six months’ perfect record 
entitles the driver to a silver disc, 
and one year’s perfect record, a disc 
of gold. 

The safety advertisement was pre- 
pared by the Campbell-Ewald Com- 
pany, which handles the Chevrolet 
account. 


Illness Fatal 
To T. E. Willson 


Demarest, N. J., Sept. 5.—T. Edgar 
Willson, editor and vice-president of 
the Jewelers’ Circular-Keystone and 
for more than 30 years one of the 
leading authorities in the jewelry 
trade, died here of an embolism early 
the morning of Sept. 1 after an ill- 
ness of six weeks. He was in his 
68rd year. 

Born in Greenpoint, Mr. Willson 
began his career in journalism at an 
early age, serving successively on 
the New York World and Globe as a 
reporter until he became associated 
with the Circular when he was 19. 

Mr. Willson was a former secretary 
of the United States Stamping Law 
committee, which fostered legislation 
covering the marking of precious 
metals, and President Coolidge ap- 
pointed him a member of the United 
States Assay Commission. 

He is survived by his widow and 
a son, T. Edgar Jr. 


Television Names Marget 


Manny Marget, former commercial 
manager of station WDAY, Fargo, 
N. D., has been appointed commercial 
manager of W9XBY, operated by 
First Nationai Television, Inc., Kan- 
sas City, Mo. Mr. Marget succeeds 
Charles G. Burke, who recently re- 
signed. 


Milk Campaign Planned 


At a recent meeting at Worcester, 
Mass., directors of the Association of 
New England Milk Dealers voted to 
launch a New England-wide drive for 
the consumption of more milk. It is 
hoped that the campaign may be put 
under way this month. 


Calvin Enlarges Space 

Calvin Company, Kansas City, Mo., 
producer of commercial sound pic- 
tures, has doubled its space in the 
Business Men’s Assurance Bldg. 


Van Tine Agency Moves 


Russell H. Van Tine, Philadelphia 
agency, has moved its offices from the 
Drexel Bldg. to 1500 Chestnut St. 


Another List 
Expected Soon 
From Patman 


Washington, D. C., Sept. 4.—An- 
other list showing discounts and al- 
lowances given to a chain organiza- 
tion is expected to be made public 
by the Patman special committee 
investigating the American Retail 
Federation, it is revealed at the office 
of the Texas representative. 

While Representative Patman is 
now at his home in Texas, his office 
states that plans are being laid for 
further sessions of his committee 
some time during the next three or 
four months. Whether the meetings 
will be held in Chicage, New York 
or in Washington has not been re- 
vealed, although each of the three 
cities has been mentioned. 


Play for Statler Trophy 


Forty golfers of the Greater Buffalo 
Advertising Club will meet the same 
number from the Rochester, N. Y., 
Advertising Club Sept. 13, at Orchard 
Park Golf Club, Buffalo, in the an- 
nual match for the Hotel Statler 
Trophy. The cup was won last year 
by Buffalo and the previous year by 
Rochester. 


National Broadcasting 
Adds to Chicago Space 


National Broadcasting Company, 
Chicago, has leased 11,500 square feet 
of additional space in the Merchan- 
dise Mart for a term of 15 years. 

Part of the space will be converted 
into three new studios, and the bal- 
ance will be used for offices. 


Sponsors Shoe Program 


Julian & Kokenge Company, maker 
of Foot Saver shoes, launched a new 
program, “Musical Footnotes,” over 
the Columbia network Sept. 8. The 
15-minute show, originating in Chi- 
cago, will be heard each Sunday at 
12:30 p. m. 


Another for Presbrey 


A8spell & Co., New York investment 
counsellors, have appointed Frank 
Presbrey Company, New York. 


INSTITUTIONAL 
SERIES STARTS 
FOR PLYMOUTH 


(Continued from Page 1, Col. 2) 
Plymouths were sold. (It took Plym- 
outh’s two competitors nine years and 
twelve years, respectively, to reach 
the million mark.) ... 

“This year? One Plymouth sold 
for each four of the other leading 
low-priced cars. And for the seventh 
consecutive year Plymouth sales have 
gained. 

“In the vast plant over which 
Plymouth’s flag flies, a city of work- 
ers are busy and three new Plym- 
cuths a minute reach completion 
. . . to meet demand today. 

“Seven short years!—this industry 
has seen nothing like it. Only a 
great car could win such success! 
That’s right. That’s what America 
finds in Plymouth.” 

Further advertisements in the ser- 
ies will treat of the diversity of hu- 
man interest, institutional-type 
stories inherent in the Plymouth or- 
ganization. The care with which 
Plymouth cars are produced, the in- 
terest of Plymouth in the welfare of 
its employes, the planning behind the 
production of the automobile, and a 
multitude of other such subjects will 
be dealt with in turn. 

The series will continue for several 
months at least, and will be an im- 
portant phase, it is anticipated, of 
the Plymouth campaign during the 
year-end and the first of next year. 


Miss Johnson Promoted 

Violet I. Johnson, former assistant 
advertising manager, has been ap- 
pointed advertising manager of 
Emery-Bird-Thayer, Kansas City, 
Mo., department store. She succeeds 
Harold F. Snell, who recently re 
signed. 


Wasser’s New Work 


*G. S. Wasser has been added to the 
staff of Aerial Publicizing, Inc., New 
York, as sales director. 


no room 


IN THE FRONT RANK 


for obsolete catalog methods 


@ The big-time industries of America have discarded tight-bound cat- 
aloging in favor of the flexible, efficient Heinn loose-leaf system . . . 
Allis-Chalmers, world’s largest manufacturer of complete flour mills, 
uses Heinn Binders not only in this division, but also in a great many 


other departments of its business . 


. . Other business leaders do like- 


wise. Write for information to THE HEINN COMPANY, Dept. 915, 
326 West Florida Street, Milwaukee, Wisconsin. 


miEwe 


BINDERS 


UKEF 


Originators of the Loose-Leaf System of Cataloging 


BRANCH OFFICES: 


Chicago — Cleveland — Detroit — Indiana 
Minneapolis — 


lis — Los Angeles — 
New York — Philadelphia — Rochester 
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ADVERTISING AGE 


25 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini 
mum, $2. 


POSITIONS WANTED 
PUBLIC RELATIONS man avail- 
able at once; broad background; ma- 
tured judgment; highest references; 
will go anywhere. Address Box No. 
624, ADVERTISING AGE, Chicago. 


SPECIAL SERVICES 


YOUR OWN HOUSE ORGAN 
dealer or consumer publication; edi- 
torial and promotional what-it-takes. 
Any field. Individualized prospectus 
and dummy to firms genuinely inter- 
ested. Box 622, ADVERTISING AGE, 
New York City. 


PHOTO-OFFSET 
ECONOMIZE!! Reproduce Sales 
Letters, Price Lists, Bulletins, Testi- 
monials, Diagrams, Illustrations, etc. 
600 copies $2.50; add’l hundreds 20c. 


Cuts unnecessary. Samples. Laurel 
Process, 480 Canal St., New York 
City. 


is a talkie slide film 
made by expert showmen 


ared to your selling objective 
) 
Ph ore A 
Lincoin pro P 5 h - 4 
4618 AGO 


AY SCHOOLS 
ADVERTISING & COPY 
COMMERCIAL ARI 
COM'L PHOTOGRAPHY 

LAYOUT AND LETTERING 


RECORD OF MAGAZINE ADVERTISING FOR EIGHT YEARS 
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These charts, prepared from data supplied by National Advertising Records, show the advertising line- 
age and advertising revenue of the 50 leading National magazines from January, 1928, through 


August, 1935. 


MEN'S FASHIONS AND 
PHOTO - RETOUCHING 


Oeot. L. V., 116 S. Mich. Blvd., Chicago 


Convenient to all advertising cen- 


ters. Within 1 block to Radio 
City, Roxy, Capital, and many 
other theatres. 1,000 cheerful 


rooms, each with bath, radio, serv- 
idor and iced water. Daily rates 
from $2.50 single, $4 double. 


HOTEL VICTORIA 


7th Avenue—5Ist Street 
NEW YORK 


When making reservations, mention 
ADVERTISING AGE 


REA SPEEDS UP 
ITS PLANS FOR 
POWER ON FARMS 


(Continued from Page 1, Col. 3) 
regions. “It will be intensified,” he 
added, “in order to show the farm 
people of the nation that electrifi- 
cation is not a luxury but a neces- 
sity. An important reason why this 
is a most propitious time to extend 
electrification to the farms of the 
nation is that there is a growing 
tendency on the part of private util- 
ities to see their salvation in lower 
rates. 

“More units sold at lower margins 
of profit is as good business in elec- 
tricity as in any other commodity.” 

He urged that “a few scattered 
lights” in a farm home be not con- 
sidered adequate. “The wiring and 
equipment both in home and barn or 
on the farm generally must make 
possible the fullest use of this bless- 
ing to mankind. In addition to the 


Offset is 
Ziegfeld 
Printing 


manship. 


Good printing is not simply nice-looking printing. It is 
the stage upon which you display your sales-drama. 


AMERICAN OFFSET offers you the ultimate in sales show- 


AMERICAN OFFSET specializes in short color runs at rea- 
sonable prices, opening a new medium to the advertiser 
who, heretofore, had to limit himself to black and white. 


A complete creative service is at your disposal. Write 
for descriptive circular or phone CHickering 4-4145. 


AMERICAN OFFSET CORPORATION 
406 West 3ist St., New York 


the 
of 


better known conveniences of refrig- 
erator, stove, heater, radio, toaster, 
fan and barn equipment, real elec- 
trification will include the inside 
bathroom in an increasing number 
of farm homes.” 
Administrator Cooke declared that 
“it is now possible to use a simple 
type of construction for rural lines 
—one that will be durable, give serv- 
ice, yet be economical in cost.” 


Urges Use of Appliances 


As for installment purchases of 
equipment, known to be of interest 
in sales plans, he said: 

“It is feasible now to make exten- 
sive arrangements for installment 
purchases of appliances. The more 
irons, refrigerators, heaters and 
other appliances that are in use the 
greater is the quantity of electric 
energy required. Thus a large loan 
is built up which in turn makes pos- 
sible better service at less cost.” 

Pointing out the large possibili- 
ties of extending electric lines into 
the rural regions, Administrator 
Cooke said: 

“It is hardly necessary for me to 
tell you who live in the farm areas 
how inadequately the nation’s rural 
districts are electrified. At present 
there are approximately 700,000 
farms receiving central station elec- 
tric service out of a total of 6,500,- 
000 farms. In the Mississippi valley 
only ten per cent of the farms are 
electrified. 

“In the United States as a whole, 
it is estimated that in 1930 there 
were 12,500,000 rural homes, both 
farm and non-farm, of which 8,500,- 
000 had no high line service. Of 
course, there are more rural non- 
farm homes that are served by lines 
passing their doors. 


May Do Without 


“The 1930 figures show that of 
almost 6,000,000 rural non-farm 
homes about 60 per cent had elec- 
tricity from high lines. But the fact 
remains that of the farm homes 92 
per cent are without this service 
and 86 per cent without electric 
service of any kind.” 

As for the farmers’ ability to pur- 
chase this electrical service and 
equipment, Mr. Cooke said that “it 
is sheer nonsense to say that the 
farmer cannot afford electric serv- 
ice, particularly in view of the com- 
paratively large numbers who have 


telephone service and automobiles. 

“A survey of the Mississippi val- 
ley discloses that seven farms have 
automobiles and four farms have 
telephones for each farm that has 
electricity.” 

In addition to the aid to the farm- 
ers and the comfort argument, the 
benefits that will be had by manu- 
facturers is mentioned. Administra- 
tor Cooke declared: 

“Aside from its direct help to the 
farmers of the nation, this program 
will give direct help to industry. 
Lumbering, copper mining, glass, 
radio manufacturers, refrigerator 
builders, equipment producers and 
other interests will benefit from this 
new program. Its help will be in- 
calculable with results evident al- 
most immediately and enduring into 
the future.” 


Advertising of 
U. S. Steel Will 
Be Centralized 


(Continued from Page 1, Col. 4) 


pany; Isthmian Steam Ship Com- 
pany; Lorain Steel Company; 

Michigan Limestone & Chemical 
Company; National Tube Company; 
Scully Steel Products Company; Ten- 
nessee Coal, Iron & Railroad Com- 
pany; Oil Well Supply Company; 
U. S. Steel Products Company (ex- 
port); Universal Portland Cement 
Company; Atlas Cement Company; 
and Canadian Bridge Company. 

The advertising of these compa- 
nies has heretofore been distributed 
among a number of advertising agen- 
cies, while some of the companies 
maintained their own extensive ad- 
vertising departments and placed all 
advertising direct. 

It is not planned to place much em- 
phasis on institutional copy, since 
one of the fundamental policies of the 
organization for many years has been 
the retention and protection of the 
identities of component companies, 
even when they may be considered 
competitors of each other. 

Wall Street professes to see in the 
announcement a decision of the com- 
pany to seek a larger share of the 
business in its industry through a de- 
parture from the extremely conserv- 


ative selling and merchandising 
methods it has always pu¥gued. 

Robert Gregg is vice president of 
U. S. Steel in charge of sales. Egbert 
White is the account executive at the 
agency. 


Silvester Transferred 
Richard M. Silvester, with Macfad- 
den Publications, Inc., New York, for 
the past seven years, most recently 
with True Story Magazine, has joined 
the Macfadden Women’s Group and 
will cover Philadelphia and the south. 


LESS 
KNOW MORE! 


If you really want to be a great deal bette 
informed than the average, try FACT 
FACT is a unique weekly information 
and ready-reference service. Each issue 
contains more than 100 highly significant 
factual items of current importance, 
led down from 125 authoritative pub- 
lications in nine languages. Four sec- 
tions: airs, World Affairs, Eco- 
nomic Trends, Social Trends. Edited in 
the historical spirit. No dramatization or 
“interpretation.” Plain in appearance 
but 100% “red meat.” 
Every three months subscribers receive 
the CUMULATIVE INDEX. The weekly 
issues and the Index, placed in the Full- 
Year Flexible Binder, comprise a com- 
plete and up-to-date history of the year— 
ideal for settling arguments, for prepar- 
ing articles and speeches, for studying 
trends. 
FACT now costs $10 a year ($1 extra for 
the Binder with subscriber's name in 
gold on cover). ON SEPTEMBER 25 
THE PRICE GOES UP TO $16. 
If you act now youcan havea TRIAL 
SUBSCRIPTION to FACT—10 IS- 
SUES FOR $2. At the end of 10 
weeks—if you think as. much of 
FACT as do many of America’s 
leading editors, writers, financiers, 
— men and educators—you 
ave the privilege of subscribing 
for A FUL at the present 
$10 rate. Thus you save 
And, to the readers of ADVERTISING 
AGE: If, after receiving ten issues of 
FACT, you feel you have not had your 
money's worth, we will gladly refund 
your $2. Mail check or bills today. 


FACT 


O. D. KEEP, Publisher 
342 Madison Ave.,’N. Y. C. 
(Please Mention “Advertising Age’’) 


in CLEVELAND 


in CHICAGO ... 
TRY RAPID COPY! 


Strviceco. HXPANDS 


Four new cameras, more experienced men, larger facilities in NEW 


Improved facilities and more Head-Office-trained men 


YORK ... More equipment, another plant opened 
eee e e THERES A REASON! 


: 
: 
a eee : 
= —_— 7 ae ee 2 
| . J 
| : : 
ae 
i : 
| | We, 
Pp . 
| f 
E———_____ —_____________._ map 
ae 
enn pe a 
i 
a ee 
| JEMAMIJASONDIEMAMISA a a aa 
ee 
i hae og 
7 . a area 
) = . ete 
i ea ; 
Se hl eee 
——————————— —— ee 
a ne dramafilm ce tilias 
=e ral ae 
riper 
a 
ee 
; 
| 7 ; 
' 
| ———— OOOO ; 
0 
— = Perea te) ‘, 
ee Nae 
Uh Yara eae 
Role Re 
| ene! 
4 a 
| si a SNE cae ag ee ee po : se 
as Meee 
| ee | | ne 
| eR ae 
' ] ——— Ses ia fee 
hl an 
Pe _eaip in 
——— | Ab 
roe a4 
, —————— ee 
, eae ae 
| eon) poe 
i : M EN a ee 
) ry ; , oe 
ts TR i oe 
Ae te EEC Pica ints 
Pr imiaas: inane See ca 
amid cm he <7 ae 
ose i th. 7 Ro 
eee BA) aasteage eae 
ee |: er 
coe 0 MMMM) yt tae et ane 
oeete am PE a 
eee tt) a vor 
toe8 MIMD °° Rea eae 
$o08 6 MR +5 Raa a 
eects RMMEM AMD 0.) a 
oeee* |meoe aah. | co) ’ oe 
vee 5 RNA 33 a ge Be 
eee YORK € 
Brathah er tit aera : 
W. H. Peterken HOTEL 3 
General Manager ; 
: 
»=——-} ee | 
| 3 4 
| mm 
aera ee ' 
—— OOOO ESS 
6 
a = 7 
Ee sare 
jolt ata 
> 
f 
, 
. BY 
: | 
d 
| ee 
> 
Be | 
- 
_ 
XL 
| 
J | PERE LIENS ERE LEIS AIDE LOO LE ALBEE LAE LADS DANG A NELLA MN CLEA LLNS ALED AL RELENLAL LE! PLLA LIA AES 
Sera Phy peak sess fae ie oa “ks 1s: Rag Mileage youmee toy ARs es Meaiper Sse 3 aaa = Cee a one mene aa aay a SC ee a ete base te eee Se eee) SR x a ee es Bani tae a eee ; 
te ss te poe oe leper  e Boe eae ayy ee eas ioe coe ee ee Fee a> se ee ee eg eee oe elas 5 ry te eign ke ar se cil deen a « Raa eee | 
SHOR Reet re ari eter 0 Se eg 9. NR mc, NERS 21 NA SRT Re REET CPP SO bn De Be ig ae eae 36. ene Ne. Ue erm 2" 
OED Biba ey Der ai ll, oP ate oat eee de eente* ats! SS eget Nimes hill MN ic BEE Ao ee asia he Garey |) Stl W NS ete SUSE ya 7 Tk a TT eT ONY Sh RE Ts 2 ee ee AEE ONE og Nae Oe gS eo epee ake ee 
: sey ee csi phir a ac. iste eer Sa eS Set Oe REE rn ge eee eee gk PMR, ea Pre re Soe ees Sete See a oper av ae ene cosh ans aes Bea Rte Spee ose Dae Sea ers a ane ae enn 
DEN eats Pe Gia) acm ae FO CR tet Ree een Sey a ra tino ER SS Ee er en CR NE eight ee ere ne ore ee EO Rg, en iy ENE ce | can, PIN hy gle eae mt a gree ee teat TO elt od eR Reon ont ea go Lk orcas ein read Sie Mi OR BR Peg LY Shel capris Be Eg Gs Gee ae 
Dee ae) eee mist = penne eae ae Eee ete Ge ae Ee So Sa GE ca STR ae ec Be eal Se Pps a a oe ey, i ya ed al Si Rea ns eatin, ee DMPO GS caer 1 on Shea a Mee pe Mere Ne eta R Tne PES Ee frig yt Mare arate) (nM, ay ANS: Gee fT CS ye Ne Se ne An eee BE Ry ekg eo: Cite 
pe ay eee, (iD: cae ras Beit aie A cette ie hie Saike ok 2 fot) wala ee soles) Pani crime egy mes fi baie Sede mile nie ee ete en RE ot ST ee rr SEE Ge on a re SRLS Ee PST TS date emt nar re eg) ete ade Ss ay A ae A, lag nee é ee Sen ee en ne aA 
res oatk a eo pie Lake ate oe es Serene eee cree By tice ne Peace le eben Oki ee to eee pea nee et ee emer =: iy REM ote Nee ee ie age eae i ae ie Get eee Ba. Pir ase ee ed ‘ Fey te Sgn ene Te 
Pee Se gg rami ooh Wed Rag le) SRE aR Te aire MaaRE tk FPO St bat ilied Pe Rei aameekey Satie“ cP MIE MEP Neo MA Os SD ean De Dice aaa pis on Oa ica a snc ta PL YC ANTE gt ci. ha a any a eR EF NA eR RM ig fe id ist poor ce ee Agar id SR ahi co oa Ne ee PP eal rr as iy EN eer eR in| ire teee eaten ha Aa ol Re ees SE a EM BR ae he ae ce IE 
ott a ee EPS SIS RPMSR Rs ae SORT SC ie Saimin eee a gaa eee RNS CMON IT cates 0 att ec ayes ire Ce a SPUR ern eI, Genk TTT Cea shy I cae MCN i em ena = C2 ee Ome eb SAN Rls ge aaa See mE RC Gee ie Oot Sie er eet ER SoM Ie $C A ent aR EO eRe 


ADVERTISING AGE 


September 9, 1935 


Of course, we haven't all of the 
best engravers in the world — 
any more than Hollywood has 
all the “lookers”. But we have a 
crop that’s the cream. More im- 
portant is the way they work to- 
gether. They click. And engrav- 


COLLINS) 
MILLER & 
HUTCHINGS 


ings are a team-work product. 
We think our men will like this 
advertisement. We know they be- 
lieve in the spirit of it. We think 
they like their jobs and believe 


in us. Sentimental? Perhaps, 


but it pays dividends both ways. 
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TRUCK BRINGS SOLUTION OF ANCIENT PROBLEM TO MASSES 


PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


ARTIST'S SONS MODEL FOR SAFETY PAINTING 
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MADE OFFICIAL 


Billy, left, and Ralph, right, both modeled for this painting by Wil- 

liam E. Allured which will appear in Chevrolet advertising this 

month, stressing the safety first theme. "A little child means so 
much more to you than a litte time," copy will tell motorists. 


(Right) Gov. James M. Curley of Massachusetts places the seal of 

the commonwealth at the entrance to the Yankee Network head- 

quarters in Boston, following the network's designation as the official 
radio medium of the state. 


WINS FIRST PRIZE IN BOSTON DEPARTMENT STORE CONTEST 
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JORDAN MARSH COMPANY Home 


Entering his first open professional competition, Charles A. Mahoney of the directory service department 

of New England Telephone & Telegraph Company won first prize of $200 with this design in a poster 

contest sponsored by Jordan Marsh Company, aston department store. The poster depicts the store 
cooperating with the FHA through its home development plan. 


FAMILY RELATIONSHIP CARRIED OUT ON POSTER PANELS 


ore nee * eee eeee 
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Union Oil Company of California is tying up the outdoor advertising of its Triton motor oil and 76 gaso- 
line through the use of common designs and coloring. H. Wilson Smith designed these posters, which 
are appearing in 2,000 Coast locations, through Lord & Thomas, Los Angeles, the agency in charge. 


One of the traveling bars being used by Chasers, Inc., for delivery and sampling of its new breath control 
tablet developed primarily for those who take a nip once in a while. (Story 


on Page 19.) 


SEARCH FOR "ANGEL" ENDS HAPPILY 


Cast of the Green River whisky revue which is now on tour of night 
clubs and cabarets. The seven showgirls each do a specialty, as 
well as a chorus routine. (Story on Page 18.) 


FLOWING COLOR ADDS CHARM TO CONTAINER 


The boxes at the right in vermillion and brown, designed by Paul 
Ressinger, Chicago, for Vanette hosiery, are replacing the "tradi- 
tional" black and gold design shown at the joft. 
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ADVERTISING AGE 


September 9, 1935 


Look at the record. Seven times in recent years The 
New York Times and members of its staff have been 
singled out for recognition and reward for outstanding 
achievement in reporting the news. This achievement 
has been in fields as varied and different as the day’s 
news itself. 


In 1935, a member of The New York Times Wash- 
ington Bureau received a Pulitzer award for impartial 
and analytical coverage of the news from Washington. 


In 1934, a Times staff man won a Pulitzer award for 
unbiased reporting of the news from Germany. 


In 1932, a Times staff man won a Pulitzer award for 
dispassionate, interpretative reporting of the news from 
Russia. 


In 1930, a Times staff man won a Pulitzer award for 
graphic, living news dispatches from the Byrd Antarctic 


The New Pork Sim 


Expedition—one of the great assignments in the annals 
of journalism. 


In 1930, outstanding service as a newspaper won for The 
Times the gold medal of the University of Missouri 
School of Journalism. The Times was the first news- 
paper to receive this award. 


In 1923, a Times staff man won the Pulitzer award for 
brilliant, accurate reporting of scientific news. 


In 1917, The Times itself—its entire news staff—received 
the Pulitzer award ‘‘for the most disinterested and 
meritorious public service rendered by any American 


newspaper.” 


This was in recognition of The Times 
achievement in covering the news of the World War. 


The Times was the first newspaper to win this award. 


In purpose and performance, The New York Times is 
the newspaper for the age, for a world intent upon 
the news and its intelligent presentation. 


“All the News That’s Fit to Print” 


Recognition of The Times as a highly productive advertis- 

ing medium naturally follows its recognition as a highly 

competent news-gathering organization. © The latter type 

of recognition takes the tangible form of nearly 17 years’ 

leadership in total advertising, nearly 20 years’ in automobile 
a) 


advertising . . . leadership in strict adherence to a policy of 
publishing only advertising of the highest character . . . and, 
as a matter of course, leadership in results to advertisers. 
® Many leading automobile advertisers find it highly profitable 
to place The Times at the head of their A-Plus schedules. 
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